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Latest statistics show that the farm 
products of Indiana for 1904 represent a 
total value of over $200,000,000.00. 

None so successful and none that re- 
spond more liberally to high-class ad- 


vertising as the Indiana farmer. 


THE STAR LEAGUE 
DAILIES 


published in Indianapolis, Muncie and 
Terre Haute, with an average daily cir- 
culation of over 140,000, are read in 
over 42,000 farm homes every morning. 
If you want to interest the farmer in your 
proposition as well as city and town 
people, be sure to place your advertising 
in the Star League Newspapers, 





General Office, Star Bullding, Indlanapelis, Ind. 
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(From!The Minneapolis Tribune, Sunday, April 30th, 1905). 


The Minneapolis Tribune 
has purchased from the Globe 


Company the entire circulation of 

the St. Paul Globe, Daily and 

Sunday. The latter paper retired 

from business April 30th. 
Signed, 


Tue Minneapo.is TRIBUNE. 
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FORTY YEARS AN ADVER- 
TISING AGENT. 


By Mr. George P. Rowell, 
NINETEENTH PAPER, 


In 1867 the firm of S. M. 
Pettengill & Co. was the best 
known of all the advertising 
agents then doing business. There 
were two partners, Mr. Pettengill 
and Mr. James H. Bates. Bates 
had a one-third interest in the 
profits and, by their co-partnership 
papers, it was stipulated that in 
case of a dissolution the good 
will of the business, the firm 
mame, and the books, would be- 
long wholly to Mr. Pettengill. Mr. 
Bates, if he were living, would 
be 79 years old in 1905 and Mr. 
Pettengill three years older. The 
former died in 1902 and Pettengill 
about 1893. Their agency being 
the best known of any then, or at 
any previous time, in existence; 
advertisers found that the papers 
would accept the Pettengill con- 
tracts without question or delay, 
if the price was right, and that 
there was an advantage on that 
account in dealing through them. 
The firm had numerous customers 
who came to them year after year, 
Among these were Robert Bon- 
ner, Jeremiah Curtis & Son, own- 
ers of Mrs. Winslow’s Soothing 
Syrup, Dr. J. H. Schenk who had 
his name and the words Man- 
drake Pills painted almost as 
freely as Hood’s Sarsaparilla was 
in later years. Still the Petten- 
gill business did not in 1867 ex- 
ceed in volume the sum of $400,- 
000 per annum. 

Mr. L. F. Shattuck was said to 
do business under the name of 
Peaslee & Co. because, it was al- 
leged, he had left behind him in 
Ohio some obligations that might 
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be a source of trouble for him, He 
had published a paper in the 
Buckeye State, and through that 
means, it had come about that he 
had, at one time, been of service 
to an Ohio politician, Salmon P. 
Chase by name. Previous to the 
Civil War the firm of Peaslee & 
Co. had been by no means promi- 
nent, and its credit was not con- 
sidered very firmly established, It 
used to be said that there really 
was a Mr. Peaslee in the office 





Joun Hoopgr. 
but his position was rather that 
of a clerk than a principal. 
Those who are old enough may 
remember that at the beginning of 
the Civil War, in 1861, the gov- 


was unprepared, and 
found itself sadly in need of 
money. Interest was paid at a 
rate as high as seven and three- 
tenths per cent per annum. Fi- 
nally, when bonds were put on the 
market by the hundred millions, 
an enterprising young banker, 
once from Ohio but then of Phil- 
adelphia—Jay Cooke & Co. was 
the firm name—came prominently 


ernment 
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to the front as a government 
agent for placing the securities. 
The bonds had to be advertised. 
The contract promised to be a 
large one. Mr. Bates of the Pet- 
tengill Agency had his eyes on it, 
and actually had gone so far as to 
prepare copy, and even send out 
some advertisements for insertion, 
when there came a call upon him 
to visit Mr. Cooke in Philadel- 
phia; and there he was told that 
Mr. Chase, Secretary of the 
Treasury, had sent for Mr. 
Cooke, and had said to him, that 
Mr. Shattuck was his friend, and 
that he, Chase, particularly de- 
sired that such advertising as had 
to be done should be sent out 
through Mr. Shattuck’s agency. 


Probably no one of the parties had 





Grorce W. Wayre. 
any idea of what the thing would 
amount to. The fiscal agent had 
no disposition to quarrel with the 
Secretary, who was his superior. 
He did what he could for Bates, 
but the business from that time 
forward went out through Mr. 
Shattuck’s office. It was a great 
order. Prices did not cut much h 
of a figure in placing it. Mr. 
Cooke said to Mr. Shattuck “If 
a publisher has enterprise enough 
to ask for the advertisement give 
it to him.” In some instances, as 
would be the case now, there was 
difficulty about the allowance to 


Mr. Shattuck of the usual agent’s 
commission, that being then, al- 
most universally, a quarter of the 
gross amount; but the Secretary 


stood by his protégé, and if the © 


paper did not choose to allow the 
commission, Mr. Shattuck with- 
held the order. As the question 
of a high or a low price, did not 
enter very much into the calcula- 
tion, so long as the figures on the 
rate card were not exceeded, there 
was little real difficulty about any 
papers eventually securing the 
order, Shattuck getting his com- 
mission, and the public being 
favored with a sight of the an- 
nouncement. Of course a liberal 
advertisement order made an edi- 
tor shy about criticising any 
methods of the Secretary, the 
President, or the fiscal agent; and 
without doubt the advertising 
order served as a subsidy in some 
cases, and caused editors to be 
just as friendly as they could 
possibly see it in their way to be. 
It is not intended to be inferred, 
that there was any cheating or 
dishonesty on the part of any one 
concerned. Nothing of the sort: 
has ever been suggested. It was 
a big order, it was relied upon to 
produce quick results, it did all 
that was expected of it; repeat 
orders came quickly, and often, 
and when the war was ended 
everybody was _ satisfied — more 
than satisfied with Mr. Chase, 
Mr. Cooke and Mr. Shattuck; and 
so great had grown Mr. Shat- 
tuck’s reputation, that a little 
later, he had in hand the enor- 
mous contract of placing the se- 
curities of the Union Pacific Rail- 
road, on terms that seemed not 
only to assure him a full commis- 
sion, on every advertisement he 
placed, but additional pay for all 
clerical work pan mew f and a 
liberal commission, as well, on 
every bond that was sold. The 
results of these two orders, were 
so eges | to Mr. Shattuck, that 

ad little disposition to resume 
“a humdrum work of preparing 
competing estimates for patent 
medicine houses and “such small 
deer;” and it came about quite 
naturally that he, in possession of 
a million or two of savings, 
bought a place at Lenox, lived the 
(Continued on page 6.) 
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HOME CIRCULA- { The Home 


Circulation of a 


paper is the first 
TION BRINGS and most impor- 
| tant point consid- 
ered by the up-to- 
date advertiser when 
making up his list. 
{ The pertinent factor 
in the success of adver- 
G R FE ATEST tising, both local and for- 
eign, is the high-grade, 
home, evening newspaper. 
{| In the cities of Washing- 
pes Baltimore, Montreal, In- 
dianapolis and Minneapolis, the 


following evening papers are the 
recognized home mediums. 


THE WASHINGTON STAR 


THE BALTIMORE NEWS = 


THE MONTREAL STAR * 


THE INDIANAPOLIS NEWS 


THE MINNEAPOLIS JOURNAL 


















{ You should have these papers on your list to make 
an advertising campaign in these respective cities a 
success and cover the field thoroughly at a minimum 
expense. 

{ Full information, rates, etc., furnished on request. 







DAN A. CARROLL 


Special Representative 


Tribune Building W. Y. PERRY Tribune Building 
New York (Mgr. Chicago Office) Chicago 
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life of a country gentleman, 
sought and obtained entrance for 
himself and family into the ex- 
clusive society of New York that 
maintains connections with the 
Berkshires and Newport. 

Mr. Shattuck was the first of 
the New York agents who did me 
the honor of looking me up and 
calling on me in my new office, 
up one flight, front, at No. 40 
Park Row, shortly after my re- 
moval from Boston. I had never 
seen him before. He was a large, 
fine-looking man, handsomely, 
even elegantly dressed after the 
Shakespearian invocation: 

Costly thy habit as thy purse can buy, 

But not express’d in fancy, 

He had evidently availed him- 
self of a leisure moment, after 
partaking of a midday luncheon at 
the restaurant of Crook, Fox and 
Nash—then so well patronized— 
situated on the first floor of the 
Times Building, directly under my 
office. While I looked at the card 
he handed to me, my eye dropped, 
and took in a handsome gold 
watch-chain, crossing his rather 
broad waistcoat, and noted there 
a small deposit, a portion of a 
boiled egg that had_ evidently 
played a part in the midday refec- 
tion. It is one of the absurdities 
of life that so trifling a matter 
should have any attention at all, 
but it is nevertheless true that 
from that day to this I never 
think of Mr. Shattuck without 
seeing the watch-chain, and the 
blemish of the egg spot. The 
good man died many years ago, 
the most successful of all the ad- 
vertising agents that have had an 
existence in America; and the 
one, who, more than any other, 
escaped unkindly criticism. He 
could give an order to whoever 
asked for it. If the price could 
be defended by the rate card, he 
was authorized to pay it; if it 
seemed excessive even to the 
newspaper man, he might even up 
things by a notice of the bonds 
offered for sale or by a favorable 
influence exerted in some other 


way. 

Mr. Shattuck did some business 
as a banker after he had ceased 
to be an advertising agent, but it 
is my impression that he did not 
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add to his wealth in that way. He 
seemed finally to take kindly to 
his Lenox home, and a visit to the 
South in the winter, and it used to 
be my good fortune to meet him, 
two or three times a year, at the 
Union League Club, where he was 
pretty certain to drop in, when 
passing through, or sojourning in 
the city for a few days. Mr. 
Shattuck’s advertising business, 
what there was left of it, reverted 
to Mr. E. N. Erickson, a capable 
man of unexceptionable character 
and standing, and he in turn, hav- 
ing passed away, is succeeded by 
his son Julius, who now conducts 
an agency at 21 Park Row under 
his father’s name, 

Of John Hooper it has already 
been said there were grounds for 


considering him the oldest adver- 


tising agent in New York. He 
had begun as a canvasser for the 
Tribune; was led into putting ad 
vertisements into other papers, to 
accommodate a customer; would 
pay the bill, take a receipt, carry 
the bill to his principal, collect 
it and the transaction would 
be closed—no bookkeeping, no 
bother, no open account—and the 
commission on the order was a 
help. Sometimes a settlement in 
full might be delayed a little, but 
his customers were good. If the 
memorandum bills accumulated, 
it was still possible to care for 
them; and other agents used to 
say of Hooper, rather derisively, 
that he carried his office in his 
hat. He was slow of speech, slow 
of motion; as honest as the day 
was long; and, curiously too as 
time progressed, it was noted that 
he was never in any hurry about 
being paid, provided the customer 
was good and the business still 
being advertised. After a time 
he needed an office, and, like those 
farmers who find a wife cheaper 
than a hired girl, he took a part- 
ner instead of hiring a book- 
keeper. By and by, however, he 
outgrew all of that, and needed 
bookkeeper, estimate clerk, check- 
ers and office boys. His partner 
was Mr. George William Wayre. 
Mr. Wayre was an older brother 
of that Mr. E. D. Wayre with 
whom those who have had deal- 
ings with the advertising agency 
(Continued on page 8.) 
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The Lion’s Share of Philadelphia 
advertising is found in 


The Bulletin 


because local advertisers know — that 
‘(In Philadelphia nearly everybody reads 
The Bulletin.” 


* Net daily average circulation for April 


216,587 om 


. “The Bulletin’s’’ circulation figures are net; all 
a damaged, unsold, free and returned copies have 
been omitted, 





f WILLIAM L. McLEAN, 
Publisher. 











of Geo. P. Rowell & Co., may re- 
member, as always since the year 
1871, to be found at the book- 
keeper’s desk. Mr. Hooper’s resi- 
dence, until near the end of his 
life, was in Dutch street; which 
it might puzzle the New Yorker 
of to-day to find, although it is 
still plainly in evidence at some 
point between Nassau, Beekman, 
John and Gold streets, 

From his system of being a slow 
collector, where the parties were 
considered good, Mr. Hooper was 
sometimes led into assuming 
rather serious risks; and it came 
about, at one period, that the firm 
of Colwells, Shaw & Williard, who 
manufactured a patented tin-lined 
lead pipe, had become so much in 
his debt, that he was finally led 
to assume a proprietary interest in 
their enterprise, for his own pro- 
tection, and eventually the lead 
business became of so much more 
importance than the advertising 
agency; that he was inclined to 
drop the latter, and, in the year 
1870, I was approached with a 
suggestion that I buy the good 
will of the concern, take over 
such customers as could be de- 
livered, assume the office occupied 
by the Hooper company and in 
general succeed to the business of 
the oldest advertising agency in 
New York. The price asked for 
the good will was $10,000; the 
business was clean, the office the 
best in the Times Building, cor- 
responding nearly with that occu- 
pied by J. Walter Thompson’s 
agency for the last score of years, 
or thereabouts. I am confident I 
got the purchase price back within 
the first year, but Mr. Hooper 
continued to turn over small 
orders to us to the end of his life. 
As a lead merchant he was no 
more conspicuous than as an ad- 
vertising agent, and only those 
who knew him well failed to be 
amazed to find, when he finally 
passed away, that he had left a 
property worth very close to the 
sum—enormous under the cir- 


cumstances—of five million dol- d 


lars. 

The partner, Mr. Wayre, was an 
Englishman, and had ever a long- 
ing to return, with the compe- 
tence he had earned, to the home 
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of his youth. It was a mistake. 
He missed the occupation that 
had become so familiar to him; 
his health was not as good as it 
had been; and he died before very 
long. His American born child- 
ren, with their mother, did not 
lose much time in getting back to 
American soil, whereby they 
doubtless exhibited better sense 
than they had inherited from the 
father. 

L. P. Fontaine & Co. and 
Mather & Abbott were advertis- 
ing agents of the class that the 
newspapers used to take very 
kindly to. They could not be 
counted on to pay a bill when it 
became due but they often did pay, 
in whole or in part, and the un- 
expected experience had in it a 
spice of variety very pleasing to 
the average newspaper man. In 
answer to a charge that an order 
had been accepted from Mather & 
Abbott at a price that would not 
have been satisfactory had the 
order come from the Rowell 
Agency it used to be explained 
sometimes about like this: “You 
know that concern is rather poor 
pay, we may never get anything 
for what they owe us, and for 
that reason we are willing to make 
the charge light because, if we 
never collect it, the loss will not 
be of so much consequence.” After 
I had been some time in New 
York Mr. Fontaine came to me 
one day for advice. His state- 
ment showed assets—so and s0, 
and liabilities—so and so. There 
was not very much difference be- 
tween the two sums, but the as- 
sets overbalanced the other to a 
moderate extent. I was rather 
surprised at this outcome under 
the circumstances and said to Mr. 
Fontaine, “You are solvent. You 
can pay all you owe.” “I know 
that,” was his response, “but it 
will take all I have.” He failed, 
a little later, and disappeared, but 
as the papers were not paid I 
have always felt that he had 
something left over for a rainy 


ay. 
Of W. W. Sharpe no one seem- 
ed to know much beyond that he 
did a fair business, kept his agree- 
ments, minded his own affairs and 
had very little to do with others. 
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I think I knew as much about 
him in 1867 as I do now (in 1905) 
and yet, I.am told, he has all this 
time done business and still does 
so within a stone’s throw of my 
office. I have no recollection of 
ever having seen him. : 
John Moore said that in his 
walks about town, in pursuit of 
advertising orders, he crossed the 
tracks of Carlton & Smith more 
frequently than he did those of 
any other agency. Carlton was a 
step-son of that Dr. Carlton who 
was long at the head of that great 
publishing house, the Methodist 
Book Concern. The business was 
mainly with the religious press, 
and largely with the Methodist di- 
vision of it. Mr. Smith retired 
from the firm before very long, 
and Carlton moved his office into 
the Times Building near me. We 
became fast friends and _ that 
friendship terminated only with 
his life. He died in the summer 
of 1902. 
Carlton extended his lines, to 
take in the monthly magazines; 
then becoming of importance; and 
he had in his employ a young man 
named Thompson, given name 
Walter, to whom he paid a salary 
of $15 a week, and thought it 
rather munificent. Carlton was a 
bookworm. He knew all about 
books, and publishers, and would 
rather spend six hours in trying 
to resurrect, for a friend, some 
scarce volume, worth possibly 
twenty cents, because not wanted 
by many people; rather than de- 
vote half as much time to secu- 
ring an advertising order which 
might. just as likely produce a 
profit of $100. I had once had 
an opportunity to engage this 
same clerk, Thompson, to work 
for me, but, after a talk with him, 
concluded he would be too easily 
discouraged for an _ advertising 
man. Carlton wanted to sell his 
business, and one day his assistant 
professed himself willing and able 
to pay the price. Carlton became 
a bookseller and the firm of J. 
Walter Thompson Co. started out, 
and became, in an almost incred- 
ibly short time, a greater house 
than Carlton had ever dreamed 
of, and one that, from that day 
to this, has had no set-backs, and 


. 
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about which no one hears any- 
thing but good words. Mr. 
Thompson, since the decease of 
the late Mr. James H. Bates, is, 
without any manner of doubt, the 
richest advertising agent doing 
business in the City of New York. 


EE P* eae 

CoMPLETE details of leaf selection and 
manufacture, together with photos show- 
ing sizes and prices, make the booklet 
on Fambella Cigars, sent out by the 
Independent Company, Detroit, a thor- 


ough-going picce of mail literature. 
The printing is excellent. 
i ae 





In a six-page fo'der of small di- 
mensions the Sea Breeze Manufacturing 
Co., Birmingham, Ala., has managed to 
crowd a great deal of readable infor- 
mation about care of the teeth, com- 
plexion, etc., with descriptions of its 
toilet preparations. It is a piece of 
advertising of low cost and real effi- 
ciency. 








rr aiabca 
Lincoln Freie Presse 
Lincoln, Neb. 
A-tual Average 
Circulation” 152,062 
Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 


Illinois, etc., in the order named. Allsub- 
scriptions paid in advance. Flat rate, 35c, 


FACTS versus 
CLAIMS. 


On January 20, 1905, following 
a detailed report of its own circu- 
lation, the Chicago Daily News 
said: “The Daily News regrets 
its inability to quote the circula- 
tion of the other Chicago newspa- 
pers, and this because with the 
Single exception of the RECORD- 
HERALD, no other Chicago news- 
paper makes a complete, detailed 
publication of the actual sales of 
all its editions.” 














The CHICAGO RECORD- 
HERALD Circulation for 
Jan, and Feb., 1905: 


Daily Average, 148,821 
Sunday Average, 202,098 
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THE TELAUTOGRAPH. 


A FIRST COUSIN TO THE TELEGRAPH, 
AND THE TELEPHONE THAT IS BE- 
ING USED FOR ADVERTISING PUR- 
POSES, 








In the show window of a hat 
store on Broadway, New York, 
is a device that keeps the space in 
front of the window thronged all 
day long with interested specta- 
tors. At first glance it appears to 
be simply a wooden box with a 
glass panel in the front and a 
strip of white paper coming out 
of a slot in the top of the box. 
Presently a jointed metal bar 
under the glass panel begins to 
move, and a moment later the strip 
of paper is raised several inches, 
and one sees a freshly written 
message calling attention to the 
good points of the hats displayed 
in the window. A pen that writes 
seemingly without human inter- 
vention is sufficiently puzzling, but 
the little machine has more won- 
ders in store—it can see, apparent- 
ly, as well as write. A _police- 
man pauses on the outskirts of the 
crowd and the pen begins to move 
again. The crowd laughs as it 
reads the message: 

Make way for the policeman, please, 
he’ll need one of our hats when he’s 
off duty. 

A Printers’ INK reporter in 
search of information was per- 
mitted to go behind the scenes— 
that is to say behind the show 
window. Here concealed from the 
crowd in front of the window, but 
commanding a view of it himself, 
was a young man seated at a 
table. A wooden box similar in 
construction to the one in the 
window, but smaller, rested on 
the table. Electric wires ran 
from the box on the table to the 
box in the window, and every 
stroke of the pencil made by the 
young man at the transmitter was 
instantly reproduced on the strip 
of paper attached to the receiver 
in the window. 

The instrument described is 
known as the Telautograph. In- 
quiry at the offices of the Gray 
Telautograph Company, 80 Broad- 
way, New York, were answered 
by Mr. James Dixon. 

“The Telautograph” said Mr. 
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Dixon, “is the result of many 
years of experiment. The first 
model was made under the direc- 
tion of Professor Elisha Gray, 
whose name is connected with the 
development of the telephone. 
After Profssor Gray’s death the 
work of perfecting the Telauto- 
graph was carried on by Mr. 
George L. Tiffany, one of Profes- 
sor Gray’s assistants, who is now 
chief electrician of the Telauto- 
graph Company. ; 
“The Telautograph is an in- 
strument for transmitting one’s 
handwriting to a distance just as 
the telephone transmits the voice. 
It consists of two parts—the trans- 











mitter and the receiver—which are 
connected with wires over which 
the electric current passes, The 
distance between the receiver and 
transmitter may be a few feet or 
several hundred miles, the opera- 
tion is the same in either case. 
When you write with the pencil at 
the transmitter the two jointed 
rods to which the pencil is attach- 
ed follow the movement of the 
pencil. Just how these move- 
ments are communicated to the 
pen of the receiver it is a little 
difficult to explain without speak- 
ing of “rheostats,” “contact roll- 
ers,” “line wires” and other 
things that one not familiar with 
electricity might not clearly com- 
prehend. Let me say simply this, 
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that the pen of the receiver is 
connected with two jointed rods 
similar to the two rods to which 
the pencil of the transmitter is 
attached. You know that when 
you speak through a_ telephone 
you cause the diaphram of the 
transmitter to vibrate, and these 
vibrations are conveyed over the 
wire causing the diaphram of the 
receiver to vibrate in just the 
same way. The operation of the 
Telautograph is somewhat similar, 
only instead of producing vibra- 
tions of a diaphram it causes the 
rods of the receiver to duplicate 
the movements of the rods at- 
tached to the sending pencil. 
When you touch the pencil to the 
paper you liberate the current and 
instantly the pen at the other end 
is attracted to the paper. Move 
the pencil downward “half-left” 
and then straight to the right, as 
in making the first strokes of the 
figure 4, and the pen moves 
“southwest” and then due “east.” 
Lift the point of the pencil from 
the paper, thus breaking the cur- 
rent, and the pen is no longer at- 
tracted to the paper at the receiv- 
ing end of the line. 

Illustrating his remarks as he 
went along Mr. Dixon demon- 
strated that the Telautograph is 
really autographic. It not only 
writes what you write but writes 
it just the way you write it. That 
is one of the reasons, he explain- 
ed, that banking houses and 
brokers are installing it. The 
Knickerbocker Trust Company 
has four machines in operation 
between its downtown office, 66 
Broadway near Rector street, and 
its uptown office, corner of Fifth 
Avenue and 34th street. When 
the tellers or bookkeepers up- 
town have to inquire of the down- 
town office concerning a deposi- 
tor’s balance they send the ques- 
tion over the Telautograph and 
get a written response signed by 
the person who makes it. Then 
there is no chance for the man 
who answers the question to avoid 
responsibility later on, in case he 
has made a mistake. He can’t 
say: “You must have misunder- 
stood me; I said two hundred, 
not two thousand.” What he 
said, or rather what he wrote, is 
preserved in black and white with 


his autograph signed to it to 
prove that he did write it. 

The Telautograph, Mr. Dixon 
explained, is meant for practical 
commercial use, not as an eye- 
catcher for a show window. “The 
advertising application of the 
Telautograph” he said “is a side 
issue with us, but while the instru- 
ment is new it will undoubtedly 
prove a good show window at- 
traction. Later on, when the Tel- 
autograph is generally known, it 
will of course attract no more at- 
tention than a telephone does 
nowadays. No, we don’t sell the 
instruments, we lease them. For 
advertising purposes the charge is 
fifteen dollars a week. Installed 
for business use on yearly con- 
tract the rental is fifty dollars a 
yéar. The current is taken from 
an ordinary incandescent lamp 
wire, and where no current is 
available the Telautograph can be 
operated by storage batteries.” 

Among newspapers one of the 
first to install the Telautograph 
was the Brooklyn Eagle, which 
has one in operation between the 
telegraph desk and the window 
where its bulletins are displayed. 

+e 





ADVERTISERS GET A 
BETTER SERVICE— 
GET MORE FOR THEIR 
MONEY—IN 


THE TORONTO 
DAILY STAR 


than in ~- P other afternoon 


paper in the City. 
In pe as well as quality Tae 
STAR Large city or local circula- 


tion, p.m direct by carriers to the 
homes. Sworn daily average for March 


389,021 


Send for booklet— 
““Where do the papers go.” 


All foreign advertising should be sent 
direct to 


THE STAR, 


TORONTO, CANADA. 
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SELLING DIAMONDS 
; MAIL, 


ARGUMENTS USED BY A MEMPHIS 
JEWELER TO BUILD UP A MAIL- 
ORDER TRADE IN DIAMONDS. 


BY 








For a jewelry house in Mem- 
phis, Tennessee, to dream of sell- 
ing diamonds—real diamonds—to 
people living in New York seems 
to be the acme of presumption. 
Ninety-nine jewelers out of a hun- 
dred would say that it couldn’t be 
done, but the hundredth man does 
it. George T. Brodnax, diamond 
importer of 17 South Main street, 
Memphis, is the hundredth man, 
and the plan he has devised for 
inducing people a thousand miles 
away to buy diamonds in Mem- 
phis instead of in their own town 
is so well thought out and so con- 
vincingly set forth in a little 24- 
page booklet, entitled “About Dia- 
monds,” that the man who passes 
a score of jewelry stores a day 
without once thinking of buying 
a diamond ring finds himself won- 
dering, after a perusal of this 
pamphlet, whether it wouldn’t be 
a good idea to put a little money 
in diamonds—on the Brodnax 
plan—simply as an investment. 

Mr. Brodnax begins by giving 
the readers some “Reasons For 
Buying Diamonds.” 

“Probably the best reason for the 
ownership of diamonds is the fact that 
they pay large dividends on their cost, 
larger thaps than any other known 
form of securities. Ten years age you 
could have purchased diamonds for a 
little less than half of their present 
price, making an average rate of ten 
per cent advance every year. In _fi- 
nancial circles investments that pay five 
per cent are greatly sought after and 
sell for large premiums. 

While the rate of advance in the past 
has been high, everything seems to 
indicate a still more rapid rise in the 
future. The chief reason for believing 
this advance is their comparative scar- 
city. The same amount of diamond 
bearing blue clay that yielded in 1898 
one hundred karats of diamonds, only 
produced last year sixty-five karats. 

Next in importance comes the in- 
creased cost of working the mines. They 
are growing deeper every year; more 
expensive machinery is required and in 
addition the cost of labor is very much 
reater. Before the Boer war, all the 
South African mines were worked by 
Kaffirs, and the condition of these 
workmen was lower than that of the 
old negro slaves of the South. They 
coneree practically nothing but actual 


Now conditions have changed, and 






INK. 


under English government the mine 
owners are forced to pay their laborers 
living wages. The statement published 
by the De Beers Syndicate on Decem- 
ber 1st showed that their expense ac- 
count was twelve per cent greater for 
the preceding ar than for the 
before that. The directors felt fully 
justified in announcing to the diamond 
trade an advance January 1st of five 
per cent and another advance in Feb- 
ruary of five per cent, both of which 
have already gone into effect. They 
are now talking about a still further 
advance of ten per cent. 

Another reason for higher prices is 
the largely increased demand for dia- 
monds, especially in America. This 
country has been unusually prosperous 
for the last four years, and immense 
fortunes have been accumulated. Where 
one person was able to own a diamond 
ten years 360, twenty are wanting them 
now and the competition for them will 
inevitably raise their prices. Now is 
the time to buy them.” 


“The wearing of diamonds,” 
Mr. Brodnax continues, “is a real 
help to success. Those of us who 
wear them are offering visible and 
conclusive evidence that we pos- 
sess the ability to make, save and 
invest money. Their ‘ownership 
shows that you have already 
raised yourself above the level 
of the majority of those about 
you, and it is human nature to pay 
tribute to success by helping it 
along.” Following this is a para- 
graph emphasizing the fact that 
diamonds are always negotiable. 

“Diamonds are practically certified 
checks. They come nearer being worth 
their face value anywhere in the world 
than any other form of security. Noth- 
ing else can be turned into money on 
such short notice and at so near its ac- 
tual value. To realize on a piece of 
real estate often requires months of 
negotiation, and if immediate cash is 
imperative it can onlv be sold at a very 
large sacrifice. This in a measure ap- 
plies also to stocks and bonds or any 
other form of collateral, but diamonds 
properly bought have é definite return 
cash price that can be obtained at a 
moment’s notice.” 

The foregoing may be said to 
be the broad argument advanced 
in favor of investing in diamonds, 
but nothing that has so far been 
said would induce a person living 
in a large city to purchase dia- 
monds of Mr. Brodnax instead of 
at the local jeweler. Even after 
reading what Mr. Brodnax has to 
say regarding the exceptional fa- 
cilities he possesses for securing 
fine stones at reasonable prices, 
something more is needed to in- 
duce the person who can buy dia- 
monds in his own town to pur- 




























































chase them elsewhere. Mr. Brod- 
nax has a resident buyer in Am- 
sterdam, the center of the dia- 
mond cutting industry, who pur- 
chases gems direct from the cut- 
ters, thus saving the middleman’s 
profit; but other jewelers also 
have buyers in Amsterdam. Mr. 
Brodnax will send any article you 
select from his catalogue on ap- 
proval to be returned at his ex- 
pense if not satisfactory. Other 
jewelers will do that too. You 
can buy diamonds from Mr. Brod- 
nax on the “deferred payment 
plan” (which sounds better than 
“installment plan’ though it 
means the same thing) but other 
jewelers will also sell diamonds 
for part cash and the balance in 
monthly payments. Some over- 
powering argument is needed to 
offset the advantage of the local 
jeweler—for other things being 
equal the man on the ground has 
the advantage. Mr. Brodnax has 
foreseen this, and in the last two 
pages of his booklet he reaches the 
climax to which the preceding 
pages have cleverly paved the 
way. The reader has been told 
that diamonds have doubled in 
value in the last ten years; that 
the supply is decreasing and the 
demand increasing; that “dia- 
monds properly bought have a de- 
finite cash value that can be ob- 
tained at a moment’s notice;” but 
while he may be inclined to be- 
lieve this he is possibly not fully 
convinced of it. Therefore Mr. 
Brodnax says—and this is the 
foundation upon which his plan 


of selling rests—“Buy of me, and 


I will contract to buy back from 
you at any time within a year the 
diamond you purchase of me, for 
ninety per cent of the price you 
pay me for it, or I will accept it 
at its full purchase price, any time 
within five years, in part payment 
for a more valuable stone.” 


“Tf you will consider this offer you 
will see that it is an absolute protec- 
tion against loss. It means you can 
wear a diamond for a whole year and 
then return it to us for cash at a cost 
that wil amount to only a few cents 
a day for the privilege of wearing it. 
Or, under the exchange plan, you can 
start with a small diamond, say one 
for $25, and as you save more money 
can then turn it in as part pay for a 
$50 stone. You can continue this pro- 
cess indefinitely until you have as large 
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a diamond as you desire, and during the 
whole period you will be wearing a 
demand that is fully paid for and will 
have made your purchase at the lowest 
possible cade price. 

“Unless we were absolutely certain 
that diamonds were going to advance 
steadily, we could not afford to make 
our liberal exchange contract, for it 
would mean the making of two sales 
at a profit of only one, and this is 
something that no good business man 
can do. We expect the diamond we 
take back to be worth more than when 
we sold it, and look for our extra profit 
entirely from this source.” 


Mr. Brodnax is plainly a bull 
in the diamond market. To the 
local jeweler who neither adver- 
tises nor devises any new selling 
plans he is likely to prove a bull 
in the china shop. 





A CATALOGUE of gloves from the Deer- 
skin Glove Co., Gloversville, N. Y., is 
intended for mail-order trade between 
factory and wearer, and demonstrates 
how interesting a booklet can be made 
of a single line of goods when tech- 
nical details are treated in a clear way. 
More than one hundred styles are 
shown, and fitting made as easy by rule 
as in a store. 


SS ed 
A neat booklet, its cover a colored 
representation of a summer collar and 
tie, is used to talk about reasonable 
priced haberdashery by Al Page, 443 
Fulton street, Brooklyn. The back of 
Mr. Page’s head resembles that of the 
celebrated Tom Murray, of Chicago, so 
he adopts the latter’s “Meet me face 
to face” idea. 


au ') 














“THE CHURCH ECONOMIST.” 
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THE IVORY SOAP ADS. 


The three Ivory Soap advertise- 
ments reproduced herewith are 
from a series of seventy advertise- 
ments of this kind to be used in 
newspaper and agricultural papers. 
These advertisements are seven 
inches, double column, in their 
original form. 

The copy for the series was 
written by the advertising manager 
of the Procter & Gamble Company, 





i= 
WE 


As to White “Castile” Soap. 

+ White Castle Soup in preferable to all others" — Extract fron 
ferrbeeh on the cat of infants, 

Good advice! ‘The only objection to it is, that 
it is not possible to comply with it. 

Why? Because more than 95 per cent. of the 
“Castile Soap” sold in this country is not Castile 
Soap at all. There is not a drop of olive oil in it. 
* Ivory Soap is made of the best materials that 
money will buy. It will not injure the finest fabric 
or the most delicate skin. Use it for every pur- 
pose for which only a pure soap should be used. 





and the illustrations were made by 
the George Ethridge Company. 
The series was prepared with great 
care and was the result of several 
interviews of several hours each 
between the advertising manager, 
the members of the Ethridge Com- 
pany and the artists who did the 
work. The copy was gone over 
word by word, and the suggestions 
for illustrations were talked over 
and over until everybody concerned 
was thoroughly agreed. The re- 
sult was a series of advertisements 
which bears the evidences of much 
thought and intelligent effort. -Ev- 
ery advertisement tells its story. 
The text is brief and terse. It 
gives the facts concerning the su- 
perior qualities of Ivory Soap and 
the uses to which it can be put. 
The text accompanying the picture 


of the maid cleaning the rug gives 
exact directions for doing that par- 


Be Careful of Your Hands! 


Yellow soaps will make them red 
and coarse and hard; a source of never- 
ending humiliation and y 

Ivory Soap adds to their beauty, keeps 
them soft and sweet and dainty. 

For washing dishes, as well as for the 
bath and toilet, it is the only soap the 
self-respecting housewife will use. 

“Tiy's sie lpn ts Sone bbs os es oom edie 

Ivory Soap 
99.43% Per Cent. Pure 








ticular thing. The same is true 





To Clean Dress Goods: 


Y Carefully brush the goods until all 
dust and lint have been removed. Wash 
in hot water with plenty of Ivory Soap 
(two washings may be necessary). 
Rinse and allow to become about half 
dry, then iron on the wrong side. 


‘Thete ts 00 “free™ | aikals in vory Soap. That te 
why wl) oot wayere tbe Gace ladric of (be mont cebcete chim, 


of the blanket advertisement, and 
in fact of all the series, 
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(A Roll of Honor 





(THIRD YEAR.) 
Ne amount of money can buy a place in this list for a paper not having the 


requisite qualification. 








Advertisements under this 


d_ from publishers who, accord- 


ing to the 194 issue of the American “Newspaper Daveesery. have submitted for 


igned and dated, 





that edition of the Directory a 


ul 
also from publishers who for some reason failed to obtain a Tan ge oe in the 190i 
as d 


Directory, but have since supplied a detailed cir 


ribed above- 





covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL or Honor of the last named character are marked with an (+) 


hese are generally regarded the publishers who believe that an advertiser has a right 


Th 
to know what he pays his hard cash for. 








Announcements under this 


tion, if entitled as above, cost 20 cents per 


we 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 


advance. 


Weekly, monthly or quarterly corrections to date showing increase a4 circulation 


can be made, provided the publisher sends a statement in detail, properly signed and 
dated, covering the additional period, in accordance with the rules of the American News 


paper Directory. 
ALABAMA. 


Athens. Limestone Democrat, weekly. R. H. 
Walker, pub. Actual average for 1904, 1,011. 


Birmingham, Ledger. dy. Average for 1904, 
20,176. £. Katz., 8.A., N.Y. 


ARIZONA. 
Phoenix. Republican. Phe yr pepe. 
6,889. Chus. T. Logan Spec 


ARKANSAS. 


Fort Smith, Times, daily. In 1903 no issue 
than 2,750. Actual average for October, 
November and December, 1904, 8,646. 





Little Rock, Arkansas Methodist. Anderson 
& Millar, pubs. <Actual average 1903, 10,000. 
CALIFORNIA. 
Fresno, Morning Republican, daily. Aver. 1904, 
6,415. LaCoste & Maxwell, N. Y. & Chicago. 


Mountain View, Signs of a Times. Actuai 
ly average for 1904, 27,108. 


San Franelaeo, oe d’y and sy. J.D. Spreck- 
els. Actuai daily average {r and ending Dec., 
1904, 62,282; ‘Sunday. 87,94 


COLORADO. 


Denver, Clay’s Review ; weekly ; Perry A. Cla 
Actual average for 1904, 1 0.926 (6). ” 


Denver, Post, daily. Pout Printing and Pub- 
ishing Co. Ar ‘or 1904, 44.572. Average 
for March, 1905, 47,856. Gain, 8,279. 


@ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


CONNECTICUT. 
Meriden, Morning Record and Republican. 
daily average for 1904, 7.559. 


w Haven, Evening Gesteer, - Actual 
av. Noe me tsceiss + Sunday, 11 


New Maven, Pal!adium, gy A po 
1904, 7.857%. E. Katz, Special Agent.N. Y. 


Bow, Maven. Union. Av. 1904, 16,076. EZ. 
z, Special Agent. N. ¥. 


New rgd rx ere 4% 1904, 5, 855. 
met 6,655. E. Katz, Spec, Ad. 
“? 








Norwich. Bulletin, morning. Average for 1903 
4,988; for 1904, 5,850; now 5,546. 


Norwalk, Evening Hour. Daily average ir 
ending Dec., 1904, 8.217 217 Ch). ai 


Waterbury. yy mublican, « dy. Aver. for 1904, 
5,.%7%0. La Coste & Maxwell Spec. Agents, N. ¥. 


DELAWARE, 
Wilmington, Every Evening. Average re 
anteed sadeetion yf 1904, 11460. = 


ptt eres MO SSN 
DISTRICT OF COLUMBIA. 


Washtantee, Evening Star, daily and Sun- 
day. Daily average for 1904, 85, 502 (OO). 


FLORIDA. 
ge eeteravilions Me Moteopolis, d’y Av. 1904, 8,360. 
GEORGIA. 


Atlanta, Journal, dy. Av. 1904, 48, $88 4 
1905, 46,084, Sy. 46,6274. Semi-weekly 45,867. 
Atlanta, News Actual daily average 
24.280. S.C. Beckwith, Sp Ag.,N. ¥. & Chi 


Auguata, Chronicle. Only morning  saper. 
1904 arevage. daily 5.66 1; Sunday 7%, 480. 


IDAHO. 
Bolae,  Besotns On ital News. Datty a 
. ye 580. 


y> B, oddest arch ya —4 Por 2 
ILLINOIS. 


Cairo. Bulletin. Daily hood Sunday average 
1904, 1,945, April, 1905, 1905, 2,2 220 ° 

Cairo, Citizen. Daily Av sae 190k, 1,196. 
weekly, 1,127. . cere 

Cham paign. News. mos. 1906, nO issue 
of daily less than D800; poy 8,800. 

Chieago, Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co. Average j ‘Or 1904, 4,100 (OO) 

Chicago. Breeders’ Gazett Gazette, stock farm, — 
ly rs Pub. Co. Actual average for 1903 
Gz,880; 7904, 67,757. 

Chicago, Farmers’ Voice Actual weekly aver- 
age year ending December. Sember. (904, 25,052 (%). 

Chieago. Grain Dealers Journal. s. mo. Grain 
Dealers Company. Av. for 190h, 4,926 (OO). 

Chicago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual average 1904, 18,750. 

Chieago. National Harness Review, 7 av. 
for 102, 5,291. First 8 mos, 1908, 6,' 
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Ohieago, Record- ei. Average 1904, daily 
145.761, * Sunda’ 9.400. ‘Average Jan. aud 
_ 1905, ae 1 s. Beit Senta 202,098. 

Star-Courier wv. for 1904, daily 
8, Sse. oy. hy 278. Daily she. nos. 04,8, 296. 


La Salle, Ray-Promien, Polish, weekly. 
Average 1903, 1.805. 


Peoria, Star, evenings ana Sunday mornin: i 
Actual average for 1904, d‘y 21,528, S’y 9,95 


INDIANA. 


Evansville. Comrie oat her 8. Courier Co., 
pub. Act, av. '03, 12,6 . Sworn ar.’v4, 12, 
Bad. Smi fine Thompoon, Sp. ~4 Reep.,N. ¥.& Chicago. 


Evanaville, Journal-News. Av. 1903, d’y 18,- 
852, for ’'04,14,030. E. Katz, 8. A., N.Y. 


Indianapolis, Star. Aver. net sales 1904 (all 
returns and unsold copies deducted), 88,274 (4). 


Marion. Leader, daily. daily. W.B. Westlake, pub. 
Actual average for year 1904, 5.685. 


Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 1904, 28,815 


8 Sepenent, Sun-Telegram. Sworn av. 1904, dy. 


Seuth Bend. Tribune. Sworn om & 
1904, 6,589. Sworn arerage for Ma 6. Osa. ° 


Terre Haute. Star. Ar. net sales 1904 (all 
returnsand unsold copies deducted), 21.288 ce. 


INDIAN TERRITORY. 


Ardmore, Ardmoreite, daily and amy. 
Average for 1904, dy.. 2,068: wy.. 8.291 


IOWA. 
Davenport. Democrat and Leader. Larges’ 
guar.city circu'n. Sworn aver. April, 1905, bho. 


Davenport. Times. Daily aver. 1904, 9.895, 
Deli ener. April.1906,10.428, Cir. guar. eel 
than all other Davenport daities combin 


Des Moines. Capital, daily. Lafayette a 
uublisher. Actual average sold 194, 86,888. 
Present circulation orer 89.000, 
City circulation guaranteed largest in Des 
foines. Carries more rtment store adver- 
tising than all other papers combined. ‘Carries 
more advertising in six issues a week than any 
competitor in seven. 
Dea Moines, News. daily. Actual average for 
1904, 42.620. B.D. Butler, N. Y. and Chicago. 
Des Moines. Wallace s Fai Farmer, wy. Est. 1879. 
Actual average for 1904, 86.811. 
Mureatine. Journal. Daily av. 1904, 5.240. 
tri-weekly 8,089, daily, March. 1905, 5,452. 
Ottumwa. Courier. Daily arerage for Dec- 
ember, 1904, 5.192. Tri-weekly average for Dec- 
ember, 1904, q 975. 
Sioux ow Journal. Dy. ar. for 1904 (sworn) 
pe Me ‘or Dec., 194, 28,808. Records 
fore readers in its field than of all 
other da ly papers combined. 
Sioux Olty. Tribune, Evening. Net sworn 
daily, average 1904, 20,678: Mar., 905, 28,702. 


KANSAS. 


MWutehinaon. ewe. Daily 1904,2,964. E.Katz, 
Agent, New Yori 


Topeka, W: oP School Journal, educational 
monthly. Average for 1904, 7,808. 
KENTUCKY. 


Harrodsburg, Democrat. Best wy.; best sec 
Ky.; best results to adv. , nyt cir. 8,532. 
Lexington. Leader. Av. ’04. . 4.041, Sun. 
5,597, Mar. 06, evg., 4,652. E. Katz, Spec. Agt. 
Louieville. Evening Post, dy. peers Post 
Co., pubs, Actual avevage for 1903, 26.964. 





Padueah, News-Democrat. Daily os av. 1903, 
2,904. Yearending Dec. 31, 1904, 8.00 


Padueah, The Sun: Avera ‘or inne 
8,478. whe 7 


1905 
LOUISIANA. 
New Orleans. The Southern Buck, 





organof Flikdom in Ta. and Miss. Av.’04, asi, 
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MAINE. 
Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual average for 1904, 1,269,641. 


Bangor. Commercial. Average sor 1904, daily 
8,991, weekly 28,887. 


Dover, Piscataquis Observer. Actual weekly 
average 1904, 1,918. 


Lewiston, Evening Journal, daily. Aver. for 
1904, 7,524 (©O), weekly 17,450 (© ©). 


Phillipa. Maine Woods ana Woodsman,weekly. 
J. W. Brackett Co. Average for 1904, 8,180. 


Portland. Evening Kxpress. Avera aed 1904, 
daily 12,166, Sunday Telegram, 8,476. 


MARYLAND. 
Beltimere, News, daily. Even- 
i News Pu a 
Avera 
GUAR April, 9 008, si, 68 
AN he absolute’ oa of the 
TEED uatet circulation rating 


Newspaper Directory, who will pay one hundred 
dollars to the jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 

Boston, Globe. Average for 1904, daily, 19%,- 
705. Sunday, 298.868. “Largest Circulation 
Daily of any wo cent paper in the United States. 
100,000 more circulation than any other Sunday 
paper in New England.” Advertisements go in 
morning and afternoon editions for one price. 


APRIL, 1905. 

















DAILY. SUNDAY. 
1 201,613 
2. 318,786 
ae 198,640 
4... 198,675 
“ 198,196 
Vs 197,503 
8 193,919 
9 313,415 
10 196,558 
Mi 196,387 
12 196,054 
13.. 195,842 
i: aa 
16 312,005 
i its 
Holiday. 
20.. 208, 
@ .. 194,014 
2 196,441 
23 311,751 
pr 193.552 
2% 193,934 
26. 193,832 | 
27... 193,89 | 
28 .. 194,606 
29... 196,111 
30 $11,627 
Total 4,725,312 1,562,674 








Daily Average, 
Sunday Average, 312,535 


2 The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 


teed by the publishers of | 


the American Newspaper 
Directory, who will pay one 
hundred dollars to the first 


person who successfully contreverts its - 


accuracy. 
Perfect copies rinted a? sale. 
7 tay YLOR, Jk., 
ess Manager. 


May 1, 1905. X 
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196,888. 
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Boaton, Evening Transcript(Q@)412). Boston’s 
tea table paper. amount of week day adv. 


Boston, Post Average pes - aati. IT Se 

80s; for 1904, 211.221. sendet ee 
average for ay! 160,421: ,~¥ 1904, 17 éoa: 
Largest daily circulation for 1904 in all New 
England, whether morning or evening, or morn- 
ing and evening editions combi: Second 
largest Sunday circulation in New “England. 
pom | —_ 20 vents per agate line, flat, pooner § 
y rate. 18 cents perline. The best 

pa et wn propositions in New England. 


Boston. Traveler. Kst. 1824. Actua! daily av. 
1902, 73.852. In 1903.%76.666. For 1904, aver- 
a ay ry 81,085 1e8. 

Reps.: Smith & Thompson. N.Y. and Chicago. 


North Adama, Transcript, even. Daily aver. 
printed 1904, 5,895. 3 m0o8., 1904, 6,166. 


= ye out Housekeeping, mo. Aver- 
ody ret 5 , 208,420. No issue less 
n 200,000. ” All advert 3 adveréieemente guaranteed. 


Woreenter. Evening Post, Post, daily. Worcester 
Post Co. Average for 1904, 13,617, 


W oreester, te an hes gk, (Qe). 
Ar ae e 1904, 4,782 
Unit States’ = "Roll ‘of Bouoe. 


MICHIGAN. 


Adrian. Teiegram,dy. D.W.Grandon. Av for 
1904, 4,164. Aver. for January, 1905,4,84%. 


Flint, Michigne Daily Journal. Aver. yearend. 
Dec. 31, '04, 6.312 (3k). Av. for Dec 7. 882 Gk). 


Grand Rapida, Evening Press dy. Average 
1904, 44,807. 4 Average 3 mos. 1905, 45,91 a 


Grand Rapids, Herald. Average daily issue 
last six months of 1904, 28.661. Only morning 
and only Sunday pap?r in its field, Grand Rapids 
(pop. 100,000)and Western Michigan ( pop. 750,000), 


Jaekaon, Press and Pairiot. Actual daily 
average for 1904,6,605. Av. Mar., 1905, 7.282. 


Kal elegraph. Last six 
mos. 1904, dy. 9,812, Dev. 1e De. 10880. -w. 9,511, 





Kalamazoo, Gazette, dc daily, cons 3411. 
Dec 11,087. Largest circulat circulation by 4,50 


Saginaw. Courier-Herald, daily, Sunday 
Average 1904, 10,288; February, 1905, 11,040. 


Saginaw. Evening News, .. , aramnter 
9904,14.816. March, 1905,15,2 


MINNESOTA. 


Pr gg ts Svenska borg iw oo Posten. 
wan J. Turnblad, pub. /904,52,0 


Siqpongelte Tribune. W. J. Murphy, pub. 
Est. | Oldest Pppedis one. x" 
du Y eee 87,92 last quar ° 
19vk was w2.288 t Sunday T1921, Dai 
average for was 92, 526 
net: Sunday, 78, S28. 


CIRCULAT’N am rening Tribune is guar- 
nteed to have a larger circula- 
tion than any other ——- 
iz newspaper's evening e 
ee The 6: carrier-delivery of 
ily Tribune in Minneap- 
otis ts many thousands greater 
n thit of any other news- 
oan city circulation 
by Am. Newa- alone exceede 40,000 dauy. The 
paper Direc. Tribune is the reevgnized 
tery. pek. -s Ad paper of Minne- 
apolis. 


The piepaneatin Tribune has purehased 
from the Globe Company the entire circula- 
tion of the St. Paul Glebe, daily and Sun- 
day. The latte r retired from {busi- 
nessa April Sock ” th « throws the!Tribune 
elreulation away above th the 100,000 mark, 





Minneapolia. Farmers’ Tribune, twice a-week, 
W.J. Murphy, pub. Aver. for 1904, 56.814. 


I a. Dispatch, dy. Aver. 1904, 58.086. 
ry, 1905, &9.501. ST. PAUL'S LEAD- 
L ING N NRWSPAPER. Wy aver. 1904, 78,951. 
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BOSTON 
POST 


BANNER 
APRIL 


DAILY AVERAGES 
1905 


Apr. 224,532 


Mar. 221,371 


Feb. 217,792 
Jan... .« « 211,666 








A gain every month and 


in three months j 9 . 866 


a daily gain of 
Sunday Averages 


Apr. 191,367 


Mar. . 191,163 


Feb... (85,231 
Jan. . «+ 180,535 











{@- A gain every month and 


Sunday ‘gain of (0,832 


(April, 1905, was the 
largest month as to 
circulation in the his- 
tory of the Boston Post, 
both Daily and Sunday. 
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Minneapolis, Farm, Stock and Home, semi- 
monthly. eT age 1903, 78,854. Actual 
average 1904, 79.75 

stestute accuracy of Farm, 
Stock & Home’s circulation rating 
is guaranteed by the American 
Ne per Directory. Circulation is 
prec ically confined to the farmers 
Minuesota, the Dakotas, Western 
isconsin and Northern Iowa. Use 
it to reach section most profitably. 





Minneapolts. Journal, daily. Journal Print- 
ing Co. Arer. for 1903, 57.0 93 1904, 64.8838 ; 
January, 1905,67.598. Feb. = 1905, 67.868. 

The absolute accuracy of the 
eee a rati: is 
guaran y the American News- 
GUaa paper Directory. It reaches a 

AN greater number of the purchasing 
TEED classes and goes into more homes 

thax any dl in its yield. It 
brings results. 


St. Paul. News, daily. Actual average for 
1904,.86,204. B.D. Butler,N. Y. and Chicago. 


&t. Paul. Pioneer-Press. Daily average for 
1904 85.090, Sunday 80.484, 


St. Paul. The Farmer. s.-mo. Rate, 35c. per 
line, with discounts. Circulation for year endir 9 
Dec., 1904, 88,487. 


8t. Paul, Volkszeitung. Actual average 1904 
dy. 12,685, wy. 23.687, Sonntagsblatt 28,640. 


MISSOURI. 


Clinten. Kepublican. Wy ar. last 6 mos, 1904, 
8,840. D’y. est. Apr.,’04; ar. last 6 mos.’04, 800, 


Joplin, Globe, daily Average 1904, 12.046. 
E. Katz, Special Agent, N.Y. N.Y. 


Kanaae Clty, Journal, d'y ard w’y. Average 
for 1904, daily 64,114, weekl, 4. a3, 199,390. 


Kanaae City, World, dail; daily. Agua average 
po 1904,61,478. B. D. Butler, N, Y. & Chicago. 


it. Joseph, News and Press. Act. daily aver. 
pore. 85,057. Smith & Thompson, Eust. Rep 


St. Loul«, National Druggist. mo. Henry kK. 
Strong, Editor and Publisher. Average for 1904, 
8,080 (© ©). Eastern office, 59 Maiden Lane. 


St. Loula, National Farmer and Stock Grower, 
monthly. Average for 1902, 68.588: ——s 
1903, 106,625; average for 1904, 104,750 


St. Louisa. The Woman's M ine. monthly. 
Women and home. Jewis Pub.Co. Proven aver- 
5 ° ctual proven aver- 
age for t 12 months 1.611.988. Every 
guaranteed to exceed 1.500.000 copies—full 
count. kareus circulation of any publication 
in the world. 


MONTANA. 


Butte. American Labor Union Journal, week- 
ly. Average 1903, 20,549 general 1 circulation. 


NEBRASKA. 


Lineoln, Daily Star, evening 
and Sunday morning. Actual 


Atel average for 1904, 15,289. For 
A NS March, 1905, 16,862. Only Ne- 
EE braska paper that has the Guar- 


antee Star. 

Lincoin, Deutsch-Amerikan Farmer, weekly. 
Average year ending January, 1905, 146,867. 

Lineoln, Freie Press, weekly. Actual average 
for year ending January, 1905, 149.281. 

Lincoln. Journal and News. Daily average 
1904, 26,888; February average 28,055. 

Omaha. Den Danske Pioneer. wy. Sophus F. 
Neble Pub. Co. average for / for 1904, $1,628. 


Omaha, News. daily. ily. Actual average for 1904, 
41,759. B.D. Butler. New York and Chicago 





NEW HAMPSHIRE. 


Nashua, Lge acs and dg Daily aver. 
6 mos, to April, ’05, 
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NEW JERSEY. 

Camden, Daily Courier. Est. 1876. Net aver. 
circulation for 4 mos. end, Dec, 31, 1904, 8,687, 

Jersey City. Evening Journal. Arerage for 
1904,21,106. First 3 mos. 1905, 22,689. 

Newark.Evening News. Evening News Pub. 
Co. Av. for March, 1905,61,405. 

Newmarket, Advertisers’ Guide, mo. Stanley 
Day, publisher. Average for 1904, 5,062. 


Ww ashington, by ee. Sworn av. 03, 8,759. 
Sworn aver. ’04, 8 More actual subs. than 
any Jive other Wore Co. papers. 


NEW YORK. 


Albany, Journal, srning, Journal Co. Daily 
average or 1904, 18,2 


Albany. Times-Union. every evening. Est. 1856. 
Av, for ’v4,80,487 ; Jan.,Feb.,&Mar., 05,88,594. 


Batavia, News, evening. Average 1903, 
6.487. Average 1904, 6,757. 


Buffalo, Courier, morn. Av. 1904, Sunday 79,- 
882; daily 50.940; Enquirer, even., 82.702. 


Pattole, Evening News. Daily averaye 1904, 





Catskill, Recorder, “weekly. Harry att, jou 
tor. 1904 av.,3,686. Av. December, 8, 


Cortland. Democrat, Fridays. Kst. 1840. Aver. 
1904, 2,296. Only Dem. paper in county. 


ens Leader, evening. Average, 1904, 
b.288. eaten 1905, 6,428, 


Ly bli blished 1821. Chas. H. 
Betts, sane ‘and prop. Circulation 1905, 2321. 


Mount Vernon, Daily Argus. Average 1904, 
2,918. Westches.er County’s leading puper. 


Newburgh, News. daily. daily. ~ Sor 1904, 4.722, 
3,000 more than all other Newb'g h paperscombined. 


New York City. 
| 2 Navy Journa: Est. ie 109). er 
average for 52 issues, 1904,%, (OC). 
Military paper awarded “* Gol *Gold Mar . 


Baker’s Review monthly. W. R. i Co., 
publishers. Actual average age for 1904, oye 


Benziger’s magazine, family monthly. 
ziger Brothers, ere . Sor 1904, 87,025, pe 
ent circulation, 50,0 


Chpper, weekly (Theatrical), Frapk - 
Pub. Co., Ltd. Aver. for 1904, 25.662 (© 


El Comercio, mo. Spanish opnert. J. he 
ard Clark Co. Average for 1904,7,292 


Haberdasher, mo , est. 1881. eiaeiiaa A 
1904, 7.000. Binders avit and Post 
receipts distributed mont. 


y to advertisers. 
Hardware Dealers’ M ine, morthly. 
In 1994, average issue, 17.500 (© ©). 
T. MALLETT, Pub., 243 Broadway. 
Leslie’s Weekly. Actual aver. year end. A 
1904, 69,077 (%). Pres. ar. Pres. ar. over 75.000 week y. 


Leslie’s Monthly Magazine, New York. Ar hi! 
circulation for the past 12 months, 248.94 
Present average circulation 800,16 














Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14, 
918. Actual gain over 
1903, 3,917. 
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Music Trade Review. music trade ana art week- 
ly. Average for 1904, &.509, 


National Provisioner, weekly. Packing houses, 
butchers, cotton seed oil, etc. 1904 av. cir. 6,801. 


Pocket List of Railroad Officials,qly Railr’d 
&Transp. Av. 1903, 17.992; 1904, 19,547, 

The People’s Home Journal, 525.166 monthly, 

Good Literature, 452.888 monthly, average cir- 
culations for 194—all to paid-in-advance sub- 
scribers. F. M. Lupton, lisher. 

The Wall Street Journal. Dow. Jones & Co. 
publishers. Daily arerage 1904, 11,085. 


The World. Actual aver. for 1904, Morn., 802,- 
885, Evening, 879.785. Sunday, 488,484. 


Rocheater. Case and Comment, mo. Law. Av. 
Sor 1904, 80.000 ; 6 years’ average, 30.108, 


&eheneetady, Gazette, daily. A. N. Liecty. 
Actual average for 1903, 11,628, 1904, 12.574. 

Syrucune. Evening Herald, daily. Herald Co., 
pub. Aver. 1904, daily 85.648, Sunday 89,161. 

Utica. National seeeertent Contractor, mo. 
Average for 1904, 2.625 

Utiea, Press, daily. otto A. Meyer, publisher. 
Average for 1904, 14,879, 

NORTH CAROLINA. 

Charlotte. Observer. North Carolina's fore- 
most newspaper. Actual daily aver. 1904, 6,148; 
Sunday, 8,408, semi-weekly, 4,496. 

Raleigh, Biblical Recorder. weekly. Average 
1903,8.872, Average 1904, 9,756. 


NORTH DAKOTA. 


Grand Forks, Herald, dy. av. for yr. end. Feb.. 
05. 6.096. Will quar. 6.000 for yr..N. Dakota's 
BIGGEST DAILY. La Coste & Maxwell, N.Y. Rep. 


OHIO. 
Akron. Beacon Journal. Average year ening 
March, 1905, 10,107, N. Y.. 528 Temple Court 
Cleveland, mg Dealer. Est. 1841. Actual 
daily average 1904, 29,460: Sunday 68,198. 
Apr., 1905, 81, 562 daily; Sunday, 72.110. 
Washington Court House. ie ette Co. 
aa weekly. ag average 1904, 1,710. 
icator i Sener 
Lavoste’ & peel ty " Y. & Chicago, 
Zanesville. Signal, daily, none S. E. Ohio. 
Guarantees 5,000. Average for 1904, 5,170, 
Pee oo lag Times-Recorder. Sworn average 
905.10.855. Guaranteed double nearest com- 
potter and 50% in excess combined competitors. 


OKLAHOMA. 


Guthrie. Oklahoma Farmer, weekly. Actual 
average 1904, 88,898. 


Guthrie, Oklahoma State Capital, dy. and w 
7% a 1904, aot} para weekly 27.459. 
N. M. Sheffield, N. nd Chicago, Sp. 
Okiahoma City, a Seam sean ; 
8,104; March, '05,10,704. E. Katz, Agent, N. 
OREGON. 


Portland. Oregon Daily Journal. Actual aver- 
age for*March, 20,054; actual aver age during 
1904, 15,204. 


PENNSYLVANIA. 


Cheater, Times, ev’g d’y. Average 1904, 7,929. 
N. Y. office, 220 B’way. F RK. Northrup, Mgr. 


Aug. Klenke, Mer. 














Erie, reer. weekly. 
Average 1903, 8,088. 

Erie. Times, daily. arer. Aver. for 1904, 14,257. 
Mar., 1905,15,165, E. Katz, Sp. Ag., N. ¥ 

Boqictece, Telegraph. Dy. sworn av. Dec. 04, 
11.726. Largest ciren. in Harrisburg guar’t’d, 

Philadelphia, American Medicine. w: Av. 
for 1902, 19.827. Av. Av. March 1903, 16.827. 

Philadelphia, German erman Daily Gazette. 

reulation 1904, daily 49.088, — $7895. 
Sworn statement. Cir. books open. 





“In 
Philadelphia 
Nearly 
Everybody 
Reads 

The Bulletin” 


Philadelphia, Farw Journal, monthly. Wil- 
mer Atkinson Company, publishe rs. he od 
for 1904, 598,880. Printers’ Ink awa 
seventh Sugar Bowl to an Journal with thie 


inscrip 

= secarded June 2%th, 1902, 

“ Printers’ Ink, ‘The Little 

-* Schoolmaster’ in the Art of 

se _—— to the Farm 

* Journal. After acanvassing 

saa of hat “of merits extending over 2 

‘pe of half a year, among a 

s * those pi = ished tu 4 Gnited States has been 

pee best serves its purpose 

‘as an educati Ba for the agricultu- 

“ral population, ke asan clpeckioe and economi- 

“cal medium for communicating with them 
‘through its ee columns.” 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


April Circulation 
The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPP for each 
day in the month of April, 1905: 
1 








16 
i... 
18... 
9 
20 
oe .5. 
22... 
23 
24... 
2... 
26... 
i... 
aa @... 
- 164,287 29... 
-167,551 30 








Tota] for 25 days 4.062.441 copies. 
NET AVERAGE FOR APRIL 


162,498 copies per day 


BARCLAY H. WARBURTON, President. 
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i yn Press. Daily average year eud- 

g Dec. 31, 1904, 118.242 net copies sold. 
prem Sunday School Times, weekly. 
Average for 1904, 92.518. Send for rates to 

‘he Religious Press 

Philadelphia, The Groce pied World. Actual 
average for 1904, 11, 764, 4, 

ofa ae Labor World, World, wy. Ar. s- 

Reaches best paid classof inane nu.8. 
hada! Evening Chron Chronicle. Official county 
organ. Daily average 1904, 6,757. 

Weat Chester, Locai News. daily. W. H 
Hodgson. ‘Average Sor 1903 15,168, 
Williameport. Grit. ane Greatest 
—. Net paid average 1904, 198.758. Smith 

& Thompeon: ke Reps., New New York and Chicago. 

York, Dispatch, “daily. Sor 1904, 
8,974. Enters two-thiras of TtL.F 


RHODE ISLAND. 
gn eta peasees Times. Average daily 


Providence, Daily Journal, 17,290 (@©). 
Sunday,20. 486 (OO). Evening Bulletin 87, B86 
e@veraye 194. Providence Journal Co.. pubs 


Weaterly, fun. Geo. H. Utter, pub. — e 
1904, 4,480. Ouly daily in So. Rhode Is - 


SOUTH CAROLINA. 

Oharleaton, Evening Post. Actual | oe aver. 

for first 3 months 1905 4,110. Apr. 4,45: 
Columbia, State, — average din 1904, 
rae bg ) per ? Lng ang | 
»417 (OO ver. for last 
six months of 1904, daily 3,626; Sunday 9,912. 
&@~ The absolute correctness of the latest 
circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 

accuracy. 








TENNESSEE. 
Phy a Crabtree’ s Weekly Press. Aver 
and D. ber, 47,044 (). 





ye lle, Sentinel. Av. ’04,11,482. Lednear 
est cumpetitor 11,000 in advert’ng. '04, 6 days vs. 7. 


Knoxville, Journal and Tribune. Actual 
daily average for year ending January 3), 495, 
15,060 (4) ; weekly average for 1904, 14,31 8. 
t#~ The absolute correctness of the latest 
t issued 

by the Daily Journal and Tri- 

bune is guaranteed by the 

publishers of the Amer- 

ican Newspaper Directory, 

who will pay one hundred 

dollars to the first person who success- 
fully controverts its accuracy. 

ey Commences ey a -—<—. 


eekly. Average 
a7. 002, weekly 86. iy Por (964). Sintth & 
tatir y. ¥.& oo 





Sunday. 
Sunday 
Thomp- 





aah ville. Banner, dail e 


Burlington, Daily News. > quenins. Actual 
daily average 1904, 6.018 ; last 6 mos., 6,625; 
last 3 mos., 7,024 ; last month, 7,847. 


VIRGINIA. 

Norfolk. Dispatch, daily. Circulution, 1904, 
9,400; Jan., 1905, 9,858; eb., 10,648; March, 
10,80 08. 

Richmond, News Leader, afternoons. Actual 
daily "Direc 1904, re (see oy ieee =a 
pon onl recto’ 8 no y sm in pullin 

ous Wvahinshon and Atlanta. =a ” 
a. ieh mond, Times-Dispatch, 


a 
-— daily average year end- 


GUAR ing December. 1904, 20.172. High 
pri wee circulation with no waste 
re to or duplication. . in ninety gh 


of Richmond homes. The State 
uper. 


WASHINGTON. 


Seattle, Times. Actual aver. circulation Oct. 
Nov. and Dec., 1904, $7,090 daily, 45,450 Sun- 
day. “Bu for largest daily and Sunday in State. 

Tae . Ledger. Dy. av. 1904, 14,8643 Sy., 
18,425: co" o24. Aver. 4 mos., ending Jan. 
34, 1905, Daily, 14,696, Sunday, 19,818. 


WEST VIRGINIA. 


Parkersburg, Sentinel, gaily. R. E. Hornor, 
pub. Average or 1904, 2,820 (1054), 


bree . News. Daily paid cirewn 9,707. 





pees ‘circu’ n10,829. Fors2 months up 
to A 1904. Guarantees a paid circulation 
equal to one other two Wheeling papers combined, 


WISCONSIN. 


Milwaukee. Evening Wisconsin, d’y. Av./904, 
26.201; February, 105, 27.514 (OO). 


Milwaukee. Journal, daily. Journal Co., pub. 
Yr., end. Dec., 1904, 87, 7170 Mar., 1905, 88,818. 


Oshkosh, Northwestern. dai eee Sor 
1904, 7,281. December, ‘ber, 10h, 7.426 


Wisconsin ae Seo Bactne,, Wi, 


Wisconsin paper 

tion 18 guaranteed by t. the Amer 
tcan Newspaper Directory. Actual 
average Sor 1903,88,181; for 1904, 
87,254: for wear ended larch 30, 
1905, 38,960. N. Y. Office, Temple 
Court. W. C. Richarason, Mgr. 


WYOMING. 
Chavous, Tribune. Actual daily average for 
1904, 8,986. 

Rock Springs, Independent. Weekly average 
Sor 1903, 1,055. First eight months 1904. 1,582. 
BRITISH COLUMBIA. 

Vancouver. Province, daily. W.C. Nichol 


ublisher. Average for 1904,%7,426; average jor 
larch, 1935, 8,578. 


MANITOBA. cpu 





bt og ty Free Press, daily an y. Av- 
| Ba ‘or 1904, aay. 25,698; mod mong edt. 
ily, March, 1905, 28.555. 


Winnipeg, Der N , Western Canada’s 
+he entire German 








a Representatives | N. 

7 1903. 
18, 772; for 19s, 20.708. — ht 
daily eligible to Roll of Houor. 


TEXAS. 

Denton. Record and Chronicle, Daily av 
te. Weekly av. 2,276. The daily and 
weekly reach nearly 80 per cent of tive tax paying 
families of Denton cou: nty. 

El Paso, Herald. |. Dy. at av. 1904, 4,21 a Oats Bos 
1904, 4,485. Fe 4 canvass showed Hercld 
in 80 per cent of Paso homes. Only El Paso 
daily paper eligible to Roll of Honor. 

Paria, Advocate, dy. W.N. Furey, pub. <Act- 
tual average, 1903, 1,827; pl 1,881. 


VERMONT. 
8 Sane, Times, daily. F. E. Langley. Aver. 1904, 








German nD vers 
speaking populution—ite exclusive field. Aver- 
age for 12 months ending June 30, 1904, 10,798. 


NEW BRUNSWICK, CAN. 


St. John. Star. Actual daily average for 
October, November, December, 1904, 6,091. 


NOVA SCOTIA, CAN. 


Walifax, Herald (© @) and Evening Mail. 
Sworn circulation exceeds 16,000. Flat rate. 


ONTARIO, CAN. 


Teronte. Canadian Implement and Vebicle 
Trade, monthly Arerage for 1904, 6,000. 


Toronto. Evening Telegram egram. Daily, a rere 
1904, 81,884. Perry Lukens, Jr., N.Y. 








| 
| 





‘ 

















































Toronto. Star, daily. Sworn average cir- 
culation for March 195,89,021. Largest cir- 
culation of any evening paper published in 
Ontario. 


Toronto, The News. Arerage for four months 
ending February 28, 1905,8%.711 daily. Certified 
by The Advertisers Bureau of Circulation Ex- 
aminuations. The largest circulation of any 
evening paper published in Ontario. 


QUEBEC. CAN. 


Montreal, Herald, daily. Est. 1808. Actual 
aver. daily 1904, 28,850 ; weekly, 18,886. 
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Montreal. Journal of Agriculture and Horti- 
culture. Semi-monthly. Average 1904, 61,427. 


Montreal. La Presse. La Presse Pub. Co., 
Lta., publishers. Actual average 1904. drily, 
80,259; Av. Mar., '05, 95,826. Sat., 118.892, 


Montreal. Le Canada. Actual average 1904— 
daily, 19,287; weekly, 18.757. 


Montreal, Star.dv.&wy. Graham &Co, Av. 
Sor 03, a. 55,127, wy. 122,269. Av. for 1904, 
dy. 56,795, wy. 125, 240, 








©©) GOLD MARK PAPERS @0} 





(©©) Advertisers value these papers more for the class and 


ity of their circulation than for 


tbe mere number of copies printed. Among the old chemists gold was symbolically represented by 


the sign ©.— Webster’s Dictionary. 


Ont of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 


per Directory, one hundred and nine are aistin 


ished from all the others by the so-called gold 
marks (© ©), the meaning of which is explained above. 





Announcements under this 


blicati having the gold marks in the 


from p 
Directory, cost 20 cents per line per week, two lines (the smallest advertisement accepted) cost 
$20.80 for a tull year, 10 per cent discount, or $18.72 per year spot cash, if paid wholly in advance. 





WASHINGTON, D. C. 


THE EVENINGSTAR (©O), Washington, D C. | 
Reaches 90¢ of the Washington homes. 


ILLINOIS, 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark, because TRIBUNE ads bring | 
satisfactory results. | 

BAKERS’ HELPER, (© ©), Chicago, only “Gold | 
Mark” baking journal Oldest, aa. best 
known. Subscribers in every State and Territory, | 


MASSACHUSETTS. 
ROSTON PILOT (O©). every Saturday. Roman 
Catholic. Patrick M. Donahoe, manager. 


BOSTON EVENING TRANSCRIPT (©6), estab- 
lished 1830. The only gold inark daily in Boston. 
MICHIGAN. 

Grand Raplda, Furniture Record (OO). Only 
national paper in its field 





MINNESOTA, 


THENORTHWESTERN MILLER 
) Minneapolis, n.; per i vers 
Ria and flour fe all over the world. The 
only “Gold Mark” milling journal (OO). 
NEW YORK. 

THE POST EXPRESS (©©). Rochester, N. Y. 
Best advertising medium 1n this section. | 

ENGINEERING NEWS (Q@O).—The leading pa- | 
per in the engineering wor' d.—Herald, Syracuse. 


VOGUE (©@), the authority on fashions. Ten 
cents a copy; $4a year. 364 Sth Ave., New York. 








HARDWARE DEALERS’ MAGAZINF. 
In 1904, ave issue, 17,500 (OO). 
D. T. MALLETT, Pub., 263 Broadway, N. Y. 





NEW YORK HERALD (@©). Whoever men- 
tions America’s oper? newspapers mentions | 
the New York HERALD first. 


ELECTRICAL WORLD AND ENGINBER (© ©), | 
established 1874; covers foreign and domestic | 
electrical purchasers: largest weekly circulation. 


THE NEW YORK TIMFS (@©). Times Square, } 
with “All the news that’s fit to print,” has greatly | 
increased in advertising and circulation since | 
entering its new home. More than 100,000 copies 
dailv in the Metropolitan District ; a quantity of 
quality. 








BUFFALO COMMERCIAL (©). Desirable 
because it always produces satisfactory results. 


CENTURY MAGAZINE (© ©). There area few 

ople in every community who know more 
han all the others. ‘hese people read the 
CENTURY MAGAZINE. 


NEW YORK TRIBUNE (© 6). daily and Sun- 
ay. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent intellect and purchasing power toa bigh- 
grade advertiser 





Oro. 

CINCINNATI ENQUIRER ‘9. Great—influ- 
ential—of world-wide fame. st advertising 
medium in prosperous Middle West. Rates ana 
information supplied by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
THE PITTSBURG DISPATCH (©©). a home 
delivered circulation among those of all classes 
with money to buy. 


THE PUBLIC LEDGER (@©), the ONLY news- 
paberadmises into thousands of Vhiladelphia 

omes. ‘Philadelphia’s landmarks: Independ- 
ence Hall and Public Ledger.” Circulation grow- 
faster than for 50 years; leader in Financial 
Kducational, Book, Real Estate, Auction, and all 
other classified advertising that counts. 


SOUTH CAROLINA, 


THE STATE (@©), Columbia, 8. C., reaches 
every part of South (‘arolina, 


VIRGINIA. 

NORFOLK LANDMARK (© ©)the recognized 
medium in its territory for investors and buy- 
ers. Holds certificate from the Association of 
American Advertisers of bona fide circulation. 
If you are interested, ask to see voluntary let- 
ters from advertisers who have gotten splendid 
results from LANDMARK. 


WISCONSIN. 
THE MILWAUKEE EVENING WISCONSIN 
(©O), one of the Golden Dozen Newspapers. 


CANADA. 


THE HALIFAX HERALD (QO) and the EVEN- 
ING MAIL. Circulation exceeds 16,000, flat rate. 


THE TORONTO GLOBE (co) 


2% larger circulation than any other morning 
paper in Canada, U.S. representatives, BRIGHT 
& VEREE, Tribune Bidg., N. Y.; Boyce Bldg. 
Chicago. 





~ 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the 
requisite grade and class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smallest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid wholly in advance. 





OALIFORNIA. 
T's TI™Es prints more “Want” and otherclas- 
sified advertisements than the other five 
ew! rs in los Angeles combined. it 1s the 
modinm for the exchange of commercial! intelli- 
gence throughout the « hole Southwest 
Rate—ONE CENT A WORD FOR EACH INSERTION ; 
minimum charge 25 cents. Sworn daily average 
for year 1904, 37.702 ¢ a. Sunday circulation 
regularly exceeds 61 ies. 


COLORADO. 
HE Denver Post, Sunda d edition, om, Apel 98, 
1905, contained 7,441 different classi 
a total of 139 2-10 columns. The Post is oo nn 
Want medium of the Rocky Mountain ion. 
The rate for Want adverusing in the Post is 5c. 
per line each insertion, seven words to the line. 
CONNECTICUT. 
EKIDEN, Conn., RECORD covers fleld of 50,000 
population ; working people are skilled 
mechanics. Classified rate, cent a word a day. 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word a day. 


DELAWARE. 

N Delaware the only daily paper that . pee 
Lr antees circulation is ‘Every Evening. 
carries more classified advertising than all the 
other Wilmington papers combined 





DISTRICT OF COLUMBIA. 
Tes yr and Sunpay Star, Washington 
(OO), carries DOUBLE the number o 
WANT ADS of any other paper. Rate lc. a word 


ILLINOIS, 
EORIA (Tll.) JOURNAL reaches over 13,000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


SON EARLY everybody who reads the Eng- 

lish language in, around or about a 
cago, reads the DAILY a says the Post-o; 
Review. and that’s why the DalLy News is Chi- 
cago’s “want ad” directory. 


INDIANA. 
THE Sndtenaneiie NEWS oes ¢ the year 1904 
printed 125 more classi advertise- 


mente than all r* — ot Indianapolis 
combined. printing a to’ 273,730 separate 
paid Want ads during that | time. 


PHY Star league. d of I 

STAR. Muncie StaR and Terre Haute STAR; 
general offices, Indianapolis. Rate in each, one 
— word; combined rate, two cents per 
word. 


HE Terre Haute STaR carries more Want ads 
than any other Terre Haute paper. Rate, 
one cent per word. 


HE Indianapolis Stak is me Want ad medium 
of Indianapolis. It printed during the 
year of 1904 591.313 lines of Wantads. Durin 
the month of December the STR printed 17. 
lines of classified financial advertising. This is 
4.275 lines more than published by any other In- 
yy wok og for the same period. The 
s in Decem 1904, printed 13.060 lines; the 
Bentinel 4,516 lines. ‘and the Sun 2.630 lines. 'The 
Indianapolis STAR accepts no classified advertis- 
ing free. The rate is one cent per word. 








HE Muncie Stak is the recognized Want ad 

medium of Muncie. It prints four times as 

much classified advertising daily as all other 
Muncie dailies combined. 


HK MARION LEADER is recognized as the best 
result getter for want ads. 


1OWA. 


"JHE Des Moines Capita guarantees the Jarg- 
est circulation in tne city of Des Moines of 
daily newspaper. It is the want ad medium 

of owa. Rate, one centa word. By the month, 

$i per line. It is published six evenings a week, 
rday the big day. 


MAINE. 


THE EVENING EXPRESS carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
'—.HE Baltimore News carries more Want Ads 
than any other Baitimore daily. It is the 
recognized Want Ad medium o1 Baltimore. 
MASSACHUSETTS, 
2 CENTS for 30 words, 5 days. DAILY ENTER- 
~ PRISE, Brockton, Mass., carries solid page 
Want ads. Circulation exceeds 10,000. 


linge BosTon ele may TRANSCRIPT is the great 
resort — for New Englanders. ‘lbey 
t to find all good places listed in its adver- 
tising columns, 


‘]\HE Boston TRAVELER publishes more Want 
advertising than any Other exclusively even- 

ng paper in its field,and every advertisement 
: paid for at the established rates. 


gee eel oe. “daily and Bendes. in 1904, 

carried 141,353 more “Want” ads than any 
other Boston ane. It printed ' “4 total of 417,228 
classified advertisements, and every one of them 
was paid for at the regular card rate, and there 
were no trades, deals or discounts. 


MICHIGAN. 
AGINAW CouURIER-HERALD (daily), only Sun- 
day paper; result getter; circulation in ex- 
cess of 11,000; ic. word; 46C. 80 subsequent. 
MINNESOTA 
i Minneapolis JOURNAL carried over fifty-six 
r cent more Want ads during February, 
1905, adh any other Minneapolis daily. No free 
Wants and no objectionable Wants. Circulation 
1993, 57,039; Ie es. 333; January, 1905, 67,598; Feb- 
ruary, 1905, ( 


“> MINNKAPOLIS TRIBUNE is the govenateed 

nd has 
been for PT years. It is the oldest Minne- 
apolis daily and has over 92,000 subscribers, 
which is 25.000 each day over and above any 
other Minneapolis daily. its evening edition 
alone has a larger circulation in Minneapolis. by 
many thousands, than any other evening paper. 
It publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages a day), no free ads; price covers both 
morning an? evening issues. No other Min- 
neapolis daily carries anywhere near the num- 
ber of id Wanted advertisements or the 
amount in volume. 

The Milanese cpatta Tribune has purchased 
from the Globe Company the entire cireula- 
tion of the St. Paui Globe. daily and Sun- 
day. The latter paper retired from a 
ness April 80th. Thix throws the Tribu 
circulation awny above the 100,000 mark. 
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4 he St. PavuL Dispatcu is the leading “Want” 

medium in the Northwest, read aad reiied 
upon by everybody in its city and territory; 
more paid circulation than the other St. Pau 
dailies combined; brings replies at smallest cost. 
Circulation 1904—58,036; now 59,501. 


MISSOURI. 
We Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. Une centa 
word. Minimum, lic. 


[HE Kansas City JOURNAL (every morning 
| including Sunday), one of the recognized 
Wani ad mediums of the United States; 21 to 35 
columns paid Wants Sunduy; 7 to 10 columns 
daily. Kate, 1 cent a word. 


MONTANA. 


‘THE Anaconda STANDARD is Montana’s great 
“Want Ad” medium; lc.a word. Average 
circulation (1904), 11,359 ; Sunday, 13,756. 





NEBRASKA. 
INCOLN JoURNAL AND NEWS, combined cir- 
culation over 27,000. Cent a word. 


= Lincoln DAILY STaR, the best ‘Want Ad” 
medium at Nebraska’s capital, Guaranteed 
circulation exceeds 16,000 daily. Kates, 1 cent 
r word. Sunday Want ads receive extra in- 
sertion in Saturaay afternoon edition if copy is 
received in time. DaiLy STAR. Lincoln, Neb. 





NEW JERSEY. 
EWARK, N.J, FReIE ZEITuNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 


E LIZABETH Daly JouRNAL covers population 
4 of 9.000, Largestcirculation. Brings re- 
sults. Only “* Want” medium. Cent a word. 


NEW YORK. 
\HE Post-ExPrEss is the best afternoon Want 
ad-medium in Rochester. 


A’ EVENING JOURNAL. astern N. Y.’s 
best paper for Wants and classified ads. 





AILY ARGUS. Mount Vernon, N.Y. Great- 
est Want ad medium in Westcbester County. 


1 Binghamton the LV.aDER carries argent pat- 
ronage; hence pays best. BECKWITH, N. Y. 


UFFAL( NEWS with over 87,000 circulation, 
isthe only Want Medium in Buffalo and the 
strongest Want Medium tn the State, outside of 
New York City. 
‘THE Times-Union, of Albany, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in — and 
Pe mapper a circulation greater than a!] other 
aily papers in that city. 


panrser INK, published weekly. Madge ac 
li or 


flee Chester, Pa., TIMES carries frora two to 
five times more classified ads than any 
other paper. 


PHILADELPHIA: 
THE BULLETIN. 
Net paid daily average circulation for 
April: 


216,587 copies per day. 
“In Philadelphia nearly everybody 
reads ‘The Bulletin.” 


(See Roll of Honor.) 





SOUTH CAROLINA. 
(SHE Columbia STATE (@©) carries more Want 
ads than any other S. C. newspaper. 


VERMONT. 
HE Burlington DaiLy News is the popular 
paper and the Want medium of the city. 
Reaches twice as many people as any other and 
carries more Want aas. Absolutely necessary to 
any advertiser in Burlington territory. 


VIRGINIA, 

Nee News LEADER, qubieies every afternoon 

except Sunday, Richmond, Va. Largest 
circulation by long odds (28,575 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts,, one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WISCONSIN. 
N° paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior. 
Wisconsin. 


N fag toery GAZETTE, daily and _ weekly, 
e reaches 6.500 subscribers in the million dol- 
lar Wisconsin tobacco belt, the richest section 
of the Northwest. Rates; Want Ads—daily. 3 
lines 3 times, 25c.; weekly, 5c. line. Big results 
from little talk. 


CANADA. 
"{\HE Halifax HERALD (@©) and the Mait—Nova 
Scotia’s recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 

A4 tion in Canada without exception. (Daily 

$5,500, Saturdays 105,000.) Carries more want aas 
than any French newspaper in the world. 


(PE DAILY TELEGRAPH, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada, Want ads ove cent a word. 
Minimum charge 25 cents. 


Qu Toronto DAtLy STAR is necessary to any 
advertiser who wants to cover the Toronto 
tield. Carries more general advertising than 
any other Toronto paper. Sworn daily average 








ognized and jeading Want ad 
want ad mediums. mail order articles, aavertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices. adwriting, haif- 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a line per issue flat ; six words toa line. Sample 
copies, ten cents. 

OHLo. 
| Zanesville the TIMES-RECORDER prints twice 
asmany Want Ads as all the other papers. 


HE Zanesville S1GNaL reaches 64 towns in 8. E. 
Ohio, also 68 rurat routes; ec. a word net. 


OUNGSTOWN VInpIcaAToR—Leading “Want” 
medium. ic. per word. Largest circulation 


‘E,HE MANSFIELD News publishes daily mo-e 
Want ads than any other 20.000 population 

newspaper; 20 words or less 3 consecutive times 

or less, 25¢.; one cent per each additional word. 


OKLAHOMA.' 
TS OKLAHOMAN. Okla. City, 10,704. Publishes 
more Wants than any four Okla. competitors, 
PENNSYLVANIA. 


ILKES-BARRE (Pa.) Times. Circulation over 
11,000 daily. Classified rate. 5 cents a line. 


cir March, 1905, 39.021. 


i his Montreal DAILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEKLY STAR carries more \\ ant advertisements 
than any other weekly paper in Canada. 


PARTICULAR feature of the Toronto Even- 

ING TELEGRAM’s Classified advertisements 

is that they are all true to their headings; there 

are no fake, improper or doubtful) advertixe- 

ments accepted. This gives the public perfect 

confidence in them, end next to the large circu- 

lation is perhaps the greatest reason why they 
bring such spleudid results to the advertisers. 


T= Winnipeg FREE PRESS carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature thun are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FRYE PRESS car- 
nes a larger solume of general advertising 
than any other daily paper in the Dominion. 


BRITISH COLUMBIA. 
HE Victoria CoLoNIsT covers the entire prov- 
ince of British Columbia (branch office ir 
Vancouver). More “WANT” ads appear in the 
Sunday (OLONIST than in any other paper west 
of Winnipeg. One cent a word each issue, Sam- 
ple copies free 
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“FA Valuable 


For many years the Boston Globe has been one of the newspapers tif 
to Rowell’s American Newspaper Directory. At one time during the carl, 
between General Taylor erm 4 Mr. Pulitzer that when they each had 50,010 of 
and it seemed as though 75,000 would be more impressive, so the statem 
100,000 would be better, and there was another postponement. When thé 
continued to do so with regularity ever since. General Taylor considers t 
pretty certain to tell the truth, for in his business office, press and mailing 
many copies are sold and paid for. To make a false statement of circulatj 
mailing room, every man in the circulation department and every clerk 
publisher who wishes to give the impression that his circulation is larger} 
he regards as the number of complete and perfect copies printed, but thisé 
any advertiser who wishes to know what is done with the copies. Gener4 
an entirely independent basis, connected in no way with any agency or p 
Asked whether he thought that a newspaper directory conducted on that |Bi 
words, that it had both. Personally, he approves of that kind of newspajf di 
ing, helpful to every publisher who maintains a policy of openness regar ls i 
conducted and maintained on that basis, will become to publishers and adffti 
tile directories are to the commercial world —From an interview with Ge 
February 22, 1905, 





to which American advertising has risen to-day. A directory that represeys 
mission, but it is welcomed as a necessity by both. Publishers and adverti 
third of a century aimed to be the link of service between the two great ff 

that promises to become of an even greater service in the near future. 

This work is the source of information on Newspaper Statistics in 
Politicians and the Departments of the Government rely upon its stateme : 
which newspapers are published, population, railroads, local industries, nye and 
and other Periodicals. It gives the Politics, Religion, Class, Nationality, 4 It 
the Publisher's name. It gives the Size of the Paper. It gives the Subscriffi 

resent, as well as for a series of years past, thus enabling an advertiser t@ 
in the body of the book with a circulation of over one thousand. It gives} 
all Class Publications (Religious, Agricultural, Medical, Trade, in Foreign|f gu 
each State, showing towns in which there are newspapers with more than | 


Solidly bound in green cloth and gold. Over 1,500 pages. Price, # 
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oral Force.” 


make complete, detailed statements of its circulation to advertisers and 
rowth of the (rlobe and the New York World there was an agreement 
fulation the de. gue would be given to the public. This mark was reached, 
was deferred. When 75,000 was reached, the two decided that an even 
400,000 mark was reached, however, the Globe made a statemeut, and has 
when a newspaper publisher makes an open circulation statement he is 
#oms, are dozens of men who know what the paper is printing and how 

lati reveals the publisher as a liar to every pressman, every employee in the 
> enters the amounts received for sales of papers. In self-protection, a 

hn it really is, must maintain secrecy. The best definition of circulation 
‘amplified in the case of the Boston Globe by access to the sales books for 
aplor was told that Rowell’s American Newspaper Directory is now on 
cation, having no patronage to give or any means of coercing publishers. 

sis had a chance to live and a purpose to serve, he replied, in no uncertain 

it directory, and regards it as a valuable moral force in newspaper publish- 
ardg circulation. He thinks that Rowell’s American Newspaper Directory, 
and adfftisers of the same value and service which Dun’s and Bradstreet’s mercan- 
ith Gafral Chas. H. Taylor of the Boston Globe, published in PRINTERS’ INK for 


Newspaper Directory, 
[hirty:-Seventh Year=- 


Y 20th. 


Amerggn Newspaper Directory by General Chas. H. Taylor, publisher of the Bos- 
w polic§jand so does every other fair-minded and honest publisher on the American 
irposefmd endeavors of the Rowell Directory, now in its thirty-seventh year of 

its press, and there is hardly any greater single industry than the one 
“epreses these two factors and serves them with a single purpose has not only its 
ad vertigrs alike recognize the Rowell Directory as the one which has for over a 
reat fqtors named, and as the only one with a fundamental policy and conduct 


e. 
ics inde United States and Canada. Advertisers, Advertising Agents, Editors, 
Bas the recognized authority. It gives a brief description of each place in 

jes, n¢jeand location of county, etc., etc. It gives the names of all Newspapers 
a. It gives the Frequency of Issue. It gives the Editor’s name. It gives 

ition Price. It gives the Date of Establishment. It gives the Circulation— 
Hetermine the probable future. It gives a separate list of all papers rated 

} separate list of all newspapers having a Sunday issue. It gives a list of 
oreign anguages, etc.). and a complete index to each class. It contains maps of 
circulation. It also contains other valuable tabulations and classification. 


cash, sent carriage paid upon receipt of price. 


NEW YORK CITY. 
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A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 





weer 

1 Issued every Wednesday. Subscription 
price. two dollars a year, one dollar for six 
months, inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one time, will 
be put down for one year each and a larger nu:n- 
ber at the same rate. Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply back 
numbers, if wanted in lots of or more. but in 
all ener cases the charge will be five dollarsa 
hundred. 





ADVERTISING RATES . 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage ($40). 

Yor specified iti lected the adver- 
tisers, if granted, douple price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, guarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for 

Two lines smallest 
words make aline. | 4 ; 

Everything appearing as reading matter is in- 
erted f! 





a. 
vertisement taken. Six 


® * 
All advertisements must be handed in one 
week in advance. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year, if demanded. 


ann 
Cuar.es J. ZinGG, 
Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Bill,EC 


__NEW YORK, MAY 10, 1905. 











PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 





A REALLY GOOD ONE. 


The advertising expert who 
would like to look at a really 
good advertisement will do well 
to get a copy of PRINTERS’ INK 
of the issue of May 3d, and give 
the announcement of the Wom- 
an’s Magazine of St. Louis, print- 
ed on the first page, a careful 
reading. If the man who wrote 
that didn’t get as much as $25 for 
the service he is underpaid. The 
Little Schoolmaster recommends 
that the managers of the Star 


League of Indiana get into corre- 
spondence with that man. 
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Mr. H. C. FAULKNER, the spe- 
cial advertising agent, has remov- 
ed his offices to the Flatiron Build- 
ing, Broadway, Fifth Avenue and 
23d street. 


JoHN BrisBEN WALKER was the 
first to introduce to the public the 
low-priced magazine, the Cosmo- 
politan, under his charge, having 
cut its price in half some months 
before Munsey’s Magazine enter- 
ed the field as the low-priced per- 
iodical. 


W. S. CApPPELLER of the Mans- 
field, Ohio, News, was recently 
elected president of the Mansfield 
Chamber of Commerce for the 
third year. Mr. Cappeller also 
recently made a subscription of 
$3,000 on behalf of the News to 
a Mansfield hospital. 








NEW OFFICES FOR I. A. A. 


The offices of the International 
Advertising Association have been 
moved to the fourteenth floor of 
the Flatiron Building, where there 
is more room for members who 
make the association their head- 
quarters during visits to New 
York. New members who have re- 
cently joined the organization are 
Swift & Company, hicago; 
American Lithographic Co., New 
York, and the Virginia-Carolina 
Chemical Co., Richmond, Va. 





A CLEAN SWIPE. 

When the advertising pirate uses 
somebody else’s copy or ideas he 
usually changes the original to 
hide his source of inspiration. This 
is quite unnecessary under present 
copyright laws, as is shown in the 
two full-page ads of Atlantic City 
real estate in the May Success— 
pages 375 and 376. One, of the 
Atlantic City Estate Co. is re- 
printed from the Saturday Evening 
Post of last June. The other, of 
the Seashore Land and Improve- 
ment Co., reproduces illustration 
bodily and much of the text word 
for word. Perhaps two advertise- 
ments of this sort were never 
printed in so curious a proximity 
before. They carry their own 
moral—which seems to be that 
when you steal advertising make a 
clean swipe of it. 
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“MOST VALUABLE.” 


I take pleasure in enclosing you 
herewith contract for the coming 
year for our space in the Roll of 
Honor. I consider it by far the 
most valuable advertisement that 
the Dispatch can get for anything 
like this sum of money. 

We have found our position in 
the Roll of Honor valuable to us 
locally as a surprising number of 
advertisers read Printers’ INK 
and make note of the fact that 
we are accorded a position on the 
Roll of Honor.—James M. Thom- 
son, Editor Dispatch, Norfolk, Va. 





A CLUB OF TECHNICAL 
JOURNAL ADVERTISERS. 


The Technical Publicity Associa- 
tion, a club made up of advertising 
men with firms that use machine 
and technical trade papers, was 
recently organized in New York, 
and began its life with a dinner at 
the rooms of the Hardware Club. 
It includes men who direct the 
advertising of such corporations 
as the Westinghouse Companies, 
General Electric Company, Sprague 
Electric Company, Crocker-Wheel- 
er Company, Robbins Belt Convey- 
or Company, Rand Drill Company, 
Ingersoll-Sergeant Drill Company, 
International Steam Pump Com- 
pany, Niles-Bement-Pond Com- 
pany, Yale & Towne, Cameron 
Steam Pump Company, Hall Sig- 
nal Company, American Wood- 
working Machinery Company, 
Allis-Chalmers Company, De La 
Vergne Company, and the Roebling 
Company. Emerson P. Harris de- 
livered an address on “The Ma- 
chine for Selling Machinery.” The 
following officers were elected: 
President, P. F. Kobbe, Jr., of the 
Rand Drill Company; first vice- 
president, H. M. Cleaver, of the 
Niles - Bement - Pond Company; 
second vice-president, C. B. Morse, 
of the Ingersoll-Sergeant Drill 
Company; secretary, George H. 
Gibson, of the International Steam 
Pump Company; treasurer, Henry 
M. Davis, of the Spragué Electric 
Company. The Executive Com- 
mittee is composed of the officers, 
Rodman Gilder. of the Crocker 
Company, and Graham Smith, of 
the Westinghouse Companies. 


27 
WE COULD GET 
TH 


avis 


YES—IF 


OTTAWA FREE PREss. 
Published Daily at the Capital. 
ounded 1869. 
Orrawa, Can., May 1, 1905. 
Editor of Printers’ INK: 

Will you kindly inform me what handicap 
I labor under by not swearing to my circula- 
tion statements. 

] am a member of the Society of Friends, 
commonly called Quakers, and it is our belief 
that a man’s yea means yea, and his nay 
means nay. We obey the injunction to swear 
not at all. 

I have sent out statements of circulation to 
several of the smaller directories, and be- 
cause they were not sworn to, 1 have been 
accorded a light-faced circulation. 

I believe that my circulation statement 
taken from my circulation books, and signed 
by myself as correct, is just as reliable and 

ood as any circulation sworn to by a circu- 
ation manager. 
am selling circulation so much per line, 
and if my statements cannot be verified by my 
open-book policy, I would cheerfully refund 
the advertiser s money. 

What I particularly want to know is, 
Would you, from your knowledge of news- 
paper circulations, accord my certified state- 
ments tho samecredence which you would 
give to the sworn statements of another 
paper? Yours truly, 

ALFRED Woop. 


It is a great pity that Friend 
Alfred does not acquire a habit 
of reading and committing to 
memory the wise advice given 
from week to week in the columns 
of Printers’ INK. In its issue of 
April roth, on page 23, Alfred may 
read as follows: 

The editor of Roweli’s American News- 
paper Directory has no special objection to 
pennant but they are not thought toadd 

any weight to a statement filled outin de- 
tail, properly dated and signed by some one 
having authority to possess and give out the 
information. To issue a false affidavit, veri- 
fying a false circulation statement, is not an 
act that is punishableas perjury; andon that 
account, dishonest men who are willing to 
put signatures to an untruth, are commonly 
more anxious than unwilling to bolster up 
the fraud with an affidavit that they know is 
of no more account in law than a piece of 
white paper. 

The editor of the Directory says 
that he never in all his life has 
had occasion to disbelieve any 
statement made by a Quaker, but 
he learned long ago to be suspi- 
cious of the broad-brim when he 
seemed to hesitate about giving 
the information asked for. He 
says that in 1898 the Free Press 
furnished a circulation statement 
of a kind that would hold water, 
going to show that he knew how 
to do it, but for each of the half 
dozen vears that have _ passed 
since then he has seemed to have 
the theory that silence is golden. 
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THE ADVERTISING GOLF 
TOURNAMENT IN 
CLEVELAND. 


There have been eighteen beau- 
tiful prizes contributed for the 
annual tournament of the Ameri- 
can Golf Association of Advertis- 
ing Interests, which is to be held 
in Cleveland, July 18th, 19th and 
2oth, on the Euclid Country Club 
course, 

From present indication this 
promises to be the largest tourna- 
ment of the season in point of 
attendance. This association of 
golfers is composed entirely of 
men interested in advertising, and 
members are being added to the 
list at the rate of a dozen or mofe 
a week, 

The board of governors is 
anxious to have every man who 
is associated with advertising in- 
terests, and who play golf, to be- 
come a member of the associa- 
tion, feeling that the semi-annual 
tournaments make for good fel- 
lowship and a better general ac- 
quaintance. 

Mr. Frank Presbrey, president 
of the association 3 West 29th 
st. New York, or Mr. Wm. H. 
Beers, secretary-treasurer, 31 
Union Square, New York, will 
furnish all details upon applica- 
tion. 





THINKS ROLL OF HONOR 
GOOD ADVERTISING. 


JACKSONVILLE, Fla., May 1, 1905. 
Editor of Printers’ Ink: 

Yours of April 28th received. Of course 
we want the Metropolis represented in the 
“*Roll of Honor,” but this matter has been 
attended to from Mr. Katz’ office, and we 
will write to him to take the matter up and 
straighten it out. We would not be 
out of the ** Roll of Honor’ for 
anything. It is our conception of the 
kind of advertising to reach the advertiser. 
I might say in this connection that I do not 
believe that the ordinary directory advertis- 
ing as it isput in the back part of the 
books is worth a “ baubee,’’ for the reason 
that the newspaper ratings are all put in one 
section of the book and the advertising in 
another; and I have very serious doubts 
whether one advertising agent in fifty takes 
the trouble to go through these advertisin 
pages. I have been present a number o 
times when Rowell’s Directory has been 
hauled out and the agent would look at the 
only place to look at, which is the name of 
the town with the newspapers and the com- 
parative circulations. The advertising agen- 
cies themselves prove my proposition, be- 
cause there is not one of them that does 
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not do its best to insist for its advertisers 
gilt edge position in the paper, next to read- 
ing matter, and where people are sure to 
see it. 

But Printers’ Ink is, par excellence, the 
top of the pot, and I believe is a business 
getter for the Metropolis, and especially its 
“Roll of Honor.” Yours truly 

Rurus A, Russett, 
Business Manager Met: ofolis. 

In Rowell’s American News- 
paper Directory for 1905 every ad- 
vertisement has been placed in 
the catalogue part of the book, 
within the respective State, each 
advertisement facing reading mat- 
ter. The Rowell Directory is the 
only one published that practices 
this system, the only one that is 
published for actual SERVICE to 
publisher and advertiser, and the 
only one which is not issued by an 
advertising agency. It is compil- 
ed, edited and managed without 
fear or favor, sold for cash only, 
and bought for the sake of the in- 
formation it conveys to the ad- 
vertiser. The Roll of Honor is a 
supplementary directory, appearing 
fifty-two times a year in PRINT- 
ERS’ INK, and thereby securing a 
much larger circulation than any 
directory has ever had, and enabl- 
ing publishers entitled:to be listed 
there to bring circulation figures 
down to date, and keep them 
down to date. 

The charges made for the ser- 
vice are so small that it would 
seem every publication having a 
figure rating in the 1905 Directory 
would be anxious to secure ad- 
mission to the Roll of Honor. 





THE LARGEST ADVERTIS- 
ING ACCOUNT, 


M. Lee Starke, general manag- 
er of the Paul E. Derrick Ad- 
vertising Agency for the United 
States and Canada, has secured 
the entire appropriation of the 
Liquozone Co., Chicago, IIl., cov- 
ering its advertising all over the 
world. This is said to be the larg- 
est single appropriation ever placed 
with an advertising agency, repre- 
senting an outlay of nearly one 
and one-half million dollars. 

On June tst the Derrick Agency 
will open an office in Chicago. It 
now has offices in New York, 
London, Paris, Sydney, Cape 
Town and Buenos Ayres. 
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AN ADVERTISING SHOW. 


Chicago is to have an exposition 
of advertising next October in the 
Coliseum, lasting from the 5th to 
the 11th. Not only advertising de- 
vices will be shown, but also meth- 
ods of advertising. Publishers and 
advertising agencies have taken 
space, according to the promoters, 
and the exhibits will include 
printing, lithographing, novelties, 
calendars, signs, engraving, adver- 
tising art, advertising mechanisms, 
street-car advertising and advertis- 
ing schools. Lectures on advertis- 
ing and salesmanship will be given 
daily. The enterprise is being man- 
aged by the Advertising Show 
Company, 55 Lake street, Chicago. 


“UP AGAINST IT.” 


613 Commercial Block, 

PorTLAND, OREGON, April 28, 1905. 
Editor of Printers’ INk: 

I am informed that you are the 
proper person to whom to write to se- 
cure recognition for my Bureau by’ the 
American Pubishers’ Association, This 
recognition is apparently necessary for 
me from the fact that the Spokeman- 
Review, of Spokane, Wash., and the 
Seattle  Post-Intelligencer, decline to 
pay a commission until such recogni- 
tion is given. 

I am placing no advertising except in 
the Northwest, but in the Northwest I 
am placing the advertising for Hazel- 
wood butter and Hazelwood ice cream, 
“Woodlark’’ remedies and foods, the 
Woodard, Clarke & Co. drug and surgi- 
cal instrument lines, the Western Ex- 
ploration & Dredging Co. gold-dredg- 
ing proposition, etc., etc. I am just 
in receipt of a communication from 
the Pendleton Woolen Mills Company, 
asking me to place their advertising 
in this field, and also outside of this 
field. They have been very large gen- 
eral advertisers, but will not do much 
this year they tell me. Messrs. Allen 
& Lewis have also asked me to place 
advertising for White River flour, and 
for their “Preferred Stock” canned 
oods. Also the Allen & Gilbert Piano 
ompany have asked me to map out a 
campafgn for reaching the entire Puget 
Sound territory. 

A'l of these lines named are adver- 
tising all through the Northwest, and 
in placing the advertising, of course 
I want to get the commission to which 
the advertising agent is entitled. Al 
of the smaller mediums pay me their 
regular commission, but I seem to “be 
up against it” with the larger ones, 
until recognition is given. My agency 
is a brand-new one, being Tess than 
two moths old. I think it is bound to 
be the leading agency in Portland. 

I beg to refer you to all three of 
the Portland papers, the Oregonian, 
Telegram and Journal. Also to_Brad- 
street’s. I discount all my bills on 
the roth of the month and seem to 
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have plenty of capital to cover the 
limited needs for same. Will be glad 
to give you any and all information 
you may desire, 

Mr. Victor F. Lawson, of Chicago, 
knows me very well, as I used to work 
for the Chicago Da:ly News. I grew 
up in the newspaper business in Chi- 


cago. Yours truly, 
. C. CHAPMAN, 
Chapman Advertising Bureau. 
Mr. Chapman’s prediction that 


he will become the leading adver- 
tising agent in Oregon may some 
day be a fact. Mr. H. H. Rogers 
of the Chicago Daily News, is the 
president of the American News- 
paper Publishers’ Association to 
whom Mr. Chapman is invited to 
direct his application. 


In the London, Eng., Public Adver- 
tiser, for April 16, 1776, appeared the 
following advertisement : 


A gentleman who hath fil‘ed two 
succeeding seats in Parliament, is near 
sixty years of age, lives in great splen- 
dour and hospitality, and from whom 
a considerable Estate must pass if he 
dies without issue, hath no objection 
to marry any Widow or single Lady, 
provided the party be of genteel birth, 
polite manners, and five, six, seven, or 
eight Months gone in her Pregnancy. 

Letters directed to rednock, 
Esq., at Wil's Coffee House, facing the 
Admiralty will be honoured with due 
attention, secrecy and every possible 
mark of respect. 








HONEST STANLEY DAY. 


Ever since the writer has been as- 
sociated with the advertising business, 
and that really seems a very long time, 
I have cand almost daily something 
of Mr. Stanley Day. Seldom does my 
morning mail fail to bring me an 
order or letter from him to remind me 
of his cheery presence, and _ good- 
natured, simple, honest, self. 

Mr. Day ts a remarkable and inter- 
esting figure in this busy advertising 
life. No man in the advertising or 
mail-order business is a better example 
of the “Simple Life.” He believes in 
the policy of “live and let live”—pays 
his bills, and advises all men to pay 
theirs. He never gets into debt—treats 


everybody in  a_ truly  neighbor'y 
fashion, believing each the equal of 
himself, while his hearty hand-shake 


and word of cordial greeting are a ways 
in evidence, no matter where you meet 
him or under what conditions. 

Those who are in position to know 
say he has grown immensely wealthy 
out of profits legitimately earned by 
business placed, and when one consid- 
ers that he never solicits an order, 
either by letter or in person, it, is 
easy to gather an idea of the standing 
he must have with publishers and ad- 
vertisers. ‘ 

Long may you be with us Mr. Day, 
and may each year be more prosperous 
and happy than its predecessor.—Ad- 
vertising Chat, 
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“I consiper the Roll of Honor 
one of the very best things that 
Printers’ INK has offered to pub- 
lishers, for it keeps a paper favor- 
ably and permanently before the 
advertising public."—Mr. E. Katz, 
Special Agent. 





A NEW SPECIAL AGENCY. 


Messrs. Jones & Ferguson have 
occupied their new offices in the 
Morton Building, 116 Nassau 
street, New York, the first of May. 
It is the intention of the firm to 
devote its entire energy to the spe- 
cial agency field. 








WESTERN NEW YORK PUB- 
LISHERS ORGANIZE. 


The publishers of weekly papers 
in Western New York have for 
some time felt the desirability of 
an organization tending toward a 
solution of some of the problems 
which confront the craft. It has 
been felt that the formation of a 
purely business association would 
afford valuable opportunity for 
“comparing notes” on all subjects 
pertaining to the publication of a 
newspaper and of printing in gen- 
eral. Conditions have changed 
very rapidly within the past few 
years, and they seem to point to 
the necessity of more uniform 
methods along general lines. 

A meeting of publishers was 
held on Friday at the hall of the 
Chamber of Commerce in the city 
of Rochester, and an organization 
perfected under the name of the 
Western New York Newspaper 
Publishers’ Association. The fol- 
lowing officers were chosen: 

President, P. A. Blossum, Brock- 
port Republic; vice-president, Geo. 
E. Marcellus, The Le Roy Gazette; 
secretary-treasurer, W. O. Greene, 
Fairport Mail. The above officers 
with J. A. Simpson, of the Albion 
American, and A. VanAllen, of the 
Avon Herald, constitute the execu- 
tive committee—The Le Roy Ga- 
zette, April 26, 1905. 





Mr. S. E. Lerru, senior partner 
of Leith & Stuart, special adver- 
tising representatives of the 
Country Gentleman of Albany, 
Practical Farmer of Philadelphia, 
Farmers’ Review of Chicago, Farm 
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and Ranch at Dallas, Texas, and 
a considerable list of representa- 
tive daily papers, asserts that he 
has been reading the series of ar- 
ticles “Forty Years an Advertis- 
ing Agent,” and writes to Print- 
ERS’ INK to say that one of these 
days he may find himself engaged 
upon the preparation of similar 
recollections, and submits for con- 
sideration the manuscript of what 
would, he thinks, probably be 
about his second chapter: 


On October 4, 1884, I entered the 
employ of “The Geo, P. Rowell Adver- 
tising Agency,” largely through the 
recommendation of Mr. C. N. Kent, 
who afterward proved a very good 
friend. My work of eight years in this 
institution brought me in very close 
touch with its principal, Mr. Geo. P. 
Rowell. My personal appearance was 
not very pleasing to the eye, being 
thin, much overgrown, wearing clothes 
that fitted badly, and having practically 
no education. I could ask questions, 
take advice, kill time, and make mis- 
takes, which I think was about the ex- 
tent of my ability. As I now 
back on those eight years, I often won- 
der how it was I stayed so long, and 
why Mr. Rowell tolerated what he did, 
but in this, as in most things, he ex- 
hibited that fine, manly, sympathetic 
nature which make all respect him as 
the “Grand Old Man” of the adver- 
tising business. I always found him 
strict and stern, but ever kind, patieat 
and tolerant; wil-ing at all times to 
extend a helping and _ encouragiig 
hand to the deserving one. He had a 
way of a without looking, hear- 
ing without listening, and now ng 
without being told. The office never 
seemed to bother him very much, but 
in reality nothing escaped him. [le 
could make the office boy believe him- 
self the most important pillar of tne 
establishment, while the best paid clezk ~ 
felt he was not at all necessary. There 
nay be those who did not like him, 
but all held him in the utmost esteem 
and respect. I can but feel that what- 
ever I have to-day of this world’s goods 
or in the matter of education, is due 
largely to the instructions and light 
_ me by this gentleman. That Mr. 

owell had some peculiar ideas must 
be admitted, but generally speaking, he 
was right, although at times severely 
criticised. Many who did not trouble 
themse'ves to know him thoroughly 
formed most erroneous ideas as to his 
real character, but I have never yet 
met anyone who really knew Mr. 
Rowell, but what thought of him as 
the — type of real manhood and 
good American citizenship, and I ven- 
ture to say that he has done more for 
the uplifting and developing of the 
advertising and newspaper business than 
any other one character it has ever 
known. If it could really be traced 
back, there are few men prominent in 
this line to-day who would not find they 
owed their greatness in a measure to a 
seed somewhere dropped by Mr. 

P. Rowell. 








PRINTERS’ INK. 


THE MAY MAGAZINES. 


After making a success of the 
confidential chat with readers, 
magazine publishers have begun a 
confidential chat with advertisers. 
At least, Scribner’s has. More 
publishers will doubtless follow. 
Why not? If it is well and re- 
munerative to tell readers that 
they exercise great judgment in 
reading your magazine, and that 
the percentage of real appreciation 
in the world is increasing so rap- 
idly that the mechanical plant finds 
itself severely taxed, why not tell 
your advertiser that he has a per- 
fect style, that his illustrations are 
a credit to the magazine and that 
his mere firm name is an endorse- 
ment beyond price? The Scrib- 
ner’s chat-with-our-advertisers is 
printed in the school section, and 
is directed to persuading schools 
to advertise therein. The second 
installment appears in the May is- 
sue, and it is easy to see how much 
of an impression such a feature 
may make during the school ad- 
vertising season, which is just be- 
ginning. <A large number of 
schools were written to, and their 
replies show that sixty-six per 
cent. have had an increase in at- 
tendance since 1900, and that this 
increase averages forty-four per 
cent. Three causes are given for 
the increase: First, improvement 
in the work of the school; second, 
growing reputation of the school ; 
third, judicious advertising. 
School advertising receives a gen- 
eral endorsement, being a power- 
ful factor in inducing attendance 
when supplemented with proper 
follow-up. It was found that of 
the schools which reported a no- 
table increase in attendance more 
than seventy-eight per cent. had 
been consistent magazine adver- 
tisers, using space for several 
months in the year in several 
magazines; nineteen per cent. did 
some magazine advertising in a 
small way. Less than three per 
cent. were schools which did not 
advertise in the magazines at all. 
Directors of private schools report 
a growing tendency among parents 
who can afford it to send children 
to private schools, where training 
is more individual and thorough. 
This department in Scribner’s 
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serves not only to interest schools 
in advertising, but is also cleverly 
calculated to kill the false notion 
of snobbishness associated by 
some persons with private schools. 
In fact, it is not only new, but de- 
cidedly clever in two distinct di- 
rections. Other magazine pub- 
lishers will do well to look into 
the chat-with-our-advertisers de- 
partment. 
* * * 

4A count of Western advertising 
in the March magazines was re- 
cently made by the Publisher and 
Advertiser, organ of the Agate 
Club, Chicago. Territory west of 
Buffalo and Pittsburg is regarded 
as Western. The percentages were 
as follows: 

World To-Day, 60; Munsey’s, 
52; Cosmopolitan, 52; Woman’s 
Home Companion, 51.4; Pearson’s, 
over 50; Ainslee’s, over 50; Strand 
(April), 50; Everybody's, 49.8; 
Butterick Trio, 47.3; McClure’s, 
47; Smart Set, 44; Leslie’s Maga- 
sine, 42; Outing, 41.7; Scribner’s, 
41.1; Century, 40.3; Ladies’ World, 
40; "Harper’s, 39; World’s Work, 
37; Booklovers, 33.5; Review of 
Reviews, 33; Garden Magazine, 
25; Country Life in America, 24. 

Figures for Munsey’s and Cos- 
mopolitan were based on cash ad- 
vertising only. Advertising terri- 
tory for the Woman’s Home Com- 
panion divides on the Ohio-Indiana 
line. The figures include Ohio. 
The Strand reports more school 
and publishers’ advertising from 
the West than from the East. 
Deducting publishers’ exchange ad- 
vertising, Everybody's shows a 
percentage of 50.9 instead of 49.8. 
Buffalo and Pittsburg are not in- 
cluded. Not including classified 
and publishers’ advertising, the 
Western business in Outing figures 
at 46.2 instead of 41.7 per cent. 
The estimate for Scribner’s covers 
general advertisers only. Without 
school and publishers’ advertising 
the World’s Work exhibit is 42 
per cent., instead of 37. The 
Booklovers’ Magazine reports an 
increase from 25 per cent. six 
months ago. Excluding schools 
and publishers, the Review of Re- 
views percentage jumps from 33 
to 45 per cent. Some of the lead- 
ing weekly magazines for February 
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were also tabulated, with this re- 
sult: Collier’s, 54; Public Opin- 
ion, 49; Literary Digest, 33.3; Life, 
26; Independent, 20. Omitting the 
Eastern publishers’ advertising 
from the Literary Digest would 
bring up the average to approxi- 
mately 50 per cent. 
: oF of 


The Red Book enters upon its 
third year with May, and also 
launches the new Monthly Story 
Magazine, which is published by 
practically the same corporation. 
Chicago has been the birthplace of 
countless fledgling magazines in 





GROSS ADVERTISING IN LEADING MONTHLY 
MAGAZINES FOR MAY. 
Pages Ag. Lines 
Country Life in America 





GMB Jocccccccccces cvs 244 41,968 
*McClure’s ..00. seccessees 186 = 41,664 
Harper’s Monthly........ 172 38,528 
Review of Reviews...++-- 169 37,856 
*Scribner’s..... 34,176 
*Everybody’s ....esseeeeees 30,912 
yoo te beounseen 29,792 
— ° ° 29,568 
*World’s s Work 25,536 
Cosmopolitan...... 23,520 
Business Man’s ‘Magazine 
(April) .....0.0.0s- 103 23,275 
*Ladies’ Home Journal 
PD cbibsbunn: vasces 116 =. 23,200 
Country Calender _— ) 16x 22,862 
Booklovers Magazine.., 101 22,668 
*Delineator (cols.)........ 167 22,442 
Sunset (April)... ...-+6. 98 21,952 
*Good Housekeeping...... 92 20,608 
Woman’s Home Com- 
panion (cols.)......++6 +s 102 20,400 
CRB cde ce cence scccccsccee 86 19,338 
Four-Track News........ 86 19,264 
Leslie’s Monthly ......... 86 19,264 
World To-Day...,... ie, . ae 18,144 
Harper’s Bazaar....+. coco |=76 17,024 
Red Book... ..+++........ 76 =: 17,024 
Success (cols.).... ..... 0 98 16,856 





Atlantic Monthly.......+. 73 16,352 


Metropolitan .. 70 15,680 
 cechekue.<osee0 66 14,784 
Lippincott’s...... socsteos. SO meas 
Reader Magazine re 66 14,784 
eae coco = 13,888 
*Designer (cols.)... ..- 102 13,668 
*New Idea Woman’s Maga- 
zine (cols.) .......+0000. 92 12,352 
Ladies’ World (cols.) ..... 57 11,552 


Men and Women (cols.).. 56 11,273 


Strand 50 11,200 
Sr (en 10,898 
Garden Magazine........ 68 9,792 
Argosy 42 9,408 
Smart Set 42 9,408 





House Beautiful (cols. « 64 9,284 
*Woman’s Magazine (cols.) 52 9,120 






Bookman.... ...0..++ coos §=38 8,512 
Madame (cols. ) | eesen saws 40 6, 
Gunter’s Magazine ....... 29 6,496 
Suburban Life renee a 38 6,490 
Book News ..... cos =e 5,824 
Black Cat.. 25 5,250 
*Benziger’s Magazine (cols. ) 26 45341 
fee 19 4,256 
Brown Book (cols.)....... . 4,131 


Philistine (April)........ 49 2,940 


GROSS ADVERTISING IN LEADING WEEKLY 
MAGAZINES DURING APRIL, 





Week ending April 8: Cols. 
*Life...... oe ccccccccccccs + 98 
errr 58 
*Saturday Evening Post... 54 
Independent (pages)...... 41 
Outlook (pages).......... 26 
Literary wget 39 
ORNS 20005. 35 
*Public Opinion. | » 37 
*Associated Sunday Maga- 
oc, EERE A - 28 
Town TOPS......2...00000 25 
*Scientific American...... 21 
*Christian Herald......... 24 
Illustrated Sporting News 21 
Leslie’s Weekly pwede: eee 14 
Week ending ‘April 15: 
PUGNOD. 6 oc* i050 c00ne0b eoee 262 
Collier's....... eS <ehecens 5I 
Literary Digest .......... 62 
* aturday Evening Post... 46 
*Public Opinion........... 49 
Outlook (pages)... ..... - 26 
*Associated Sunday Maga- 
CB. scauss aajavese cooee OB 
TOR TOMB once. ct000 28 


Illustrated Sporting News 24 
Independent (pages)..... 17 


*Scientific American...... 17 
Leslie’s Weekly.......... 15 
SOR ee 20 





*Christian Herald 
Week ending April 22: 
*Saturday Evening Post.. 83 


Independent (pages)...... 57 
CE Ravesesecess Croccee 54 
Leslie’s Weekly........ 35 






*Christian Herald........ 
Outlook (pages)..... +. 2 
Literary Digest. : 
Town Topics .. ‘a 

WOME ssn sos 008 sos 


a” Opinion. 37 
edb cue esiwhacesewes 35 
*Scientific American a aha 25 


*Associated Sunday Maga- 
eS re 21 
Illustrated Sporting News 12 
Week ending April 29: 






Collier’s..... seueawess wee 62 
*Vogue 51 
Literary Digest 44 
Outlook (pages) 26 
*Saturday Evening Post... 34 
*Scientific American...... 24 
Town Topics..... ecccces 29 
*Public Opinion......... 32 
er Sunday Maga- 
Seem ee eee eneeeeeeee 22 
*Christian peerena, 5... 22 
Independent (pages)..... 17 
aS ee 25 





Leslie’s Weekly 
Illustrated Sporting News 13 
Totals for April : 
WVGEED pcccccscccvecccccce 383 
EBs cctessawronkensxs 225 
*Saturday Evening Post... 217 
Independent (pages)...... 132 


Literary Digest .......... 186 
GEE sckedaeeembeses sesso 178 
Outlook (pages). Seen eeccce 104 
*Public Opinion........... 155 
Town Topics...... ... 114 
*Associated Sunday Maga- 
Sites pesivenuesunce 99 


Scientific American i 
*Christian Herald . . 
Leslie’s Week'y.......... 79 
Illustrated "ee News hs 





Ag. Lines. 
13,812 
11,165 


11,942 
8,081 
6,322 
5,824 
5,780 


59,929 
43,087 
37,016 
29,588 
25,647 
25,306 








PRINTERS’ INK 


the past, with never a successful 
one. Westerners half suspected 
the Eastern publishers of combin- 
ing to throttle everything of a local 
literary nature until the Red Book 
made a hit. Trumbull White, 
editor of the Red Book, says it is 
the first general magazine that was 
ever founded in Chicago with 
enough capital to carry it through 
the first year’s period of loss, as 
well as the first to be anything 
more than a sectional publication. 
Mr. White is an editor of seven- 
teen years’ experience on Chicago 
papers. He has visited nearly 
every country on the globe as a 
newspaper correspondent. The 
Red Book was his idea, and in his 
hands became so much a general 
magazine that perhaps not one 
reader out of every three knows it 
is published in Chicago. The title 
was selected because it is easy to 
say, easy to remember, easy to ad- 
vertise, and lends itself to distinc- 
tive covers. More than 200 titles 
were considered in the selection. 
* * * 

A striking advertisement in the 
May Cosmopolitan is a twenty- 
page announcement of the First 
National Co-Operative Society, 
Chicago—formerly the Cash Buy- 
ers’ Union. This concern is con- 
ducted on the co-operative mer- 
chandise plan that has been so 
widely taken up in Great Britain 
and Europe by workingmen and 
farmers, applying in this country 
the mail order method to what in 
other countries is usually a limited 
local concern. The twenty pages 
of space explain its principles with 
great thoroughness, and make up 
a document that is forceful, but 
very long. Some advertisers 
maintain that the public will not 
read such long advertisements, 
while others hold as firmly to the 
belief that the public will read to 
any length about a subject in 
which it is interested. This twen- 
ty-page ad is a pretty severe test 
of the latter belief, and affords a 
conspicuous illustration of the 
present tendency to increase the 
length as well as the size of ad- 
vertisements. 

. ¢ * 

The Country Calendar makes its 

bow this month with a showing of ad- 
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vertising that seems to assure a fine 
success. In one respect the publishers 
are fortunate in securing the services 
of J. Horace Macfarland as printer for 
this monthly, for his work is of ex- 
ceptional artistic character. In an- 
other way, however, they are hamp- 
ered, for the magazine bears a strong 
resemblance to Country Life in Am- 
erica. It is good enough to stand of 
itself, and ought to be more distinctive 
typographically, One excelleut feat- 
ure is an advertising index, compacted 
at the foot of the title page in so small 
an area of space that perhaps other 
publishers will inaugurate a similar 
feature on these lines, 


MAGAZINE NOTES. 

After worrying along for years under 
the name of the Sctentific American 
Building Monthly, that publication is 
to be changed to a magazine called 
American Homes and Gardens, thus in- 


dicating its true nature. The old name 
always confused it with architects’ 
technical journals. With the word 


“home” for its keynote and a broader 
editorial scope this publication ought 
to find a front place among the dozen 
or sO magazines now devoted to home 
and gardening matters. The first issue 
appears in 5 oy and the subscription 
price will be $3. 


_ The staid Dial, published fortnightly 
in Chicago and perhaps the most schol- 
arly and critical of all American lit- 
erary journals, was twenty-five years 
old May 1. It is not only prosperous 
in its bookish way, but has been con- 
tinuously under the management of the 
man who founded it. 


Public Opinion began its twentieth 
year April 15. It was originall 
tablished in Washington, in 1886, a 
twenty-four page journal without illus- 
trations or cover, and came into exist- 
ence as a pre-digested epitome of cur- 
rent politics, literature and progress. 
In the past year its policy has been 
changed somewhat, and the weekly di- 
gest. conspicuously strengthened by 
original articles, 


A neat pai 


d h'et containing adver- 
tising rates an 


rules has been iss 
by McClure’s. The gross rate per page 
is now $416. No advertisement is ac- 
cepted from advertisers direct at less 
than the card rate, and no advertising 
agent is permitted to quote less than the 
full rate for space in McClure’s. Cop 
that is purely medical is not accepted, 
nor any advertising for stock in min- 
ing, rubber or oil companies, intoxicat- 
ing beverages or ads in which the word 
“Free” is wrongful!y employed. 


William Jennings Degen, writing to 
Collier’s, lays down rules that govern 
him in accepting advertisements for the 
Commoner. Collier’s charged him with 
an unwillingness to print the advertis- 
ing of corporations. Mr. Bryan looks 
over the Commoner and finds that he 
has ads from such corporations as the 
Empire Cream Separator Co., Chicago 
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House-Wrecking Co., Coil Spring Fence 
Co and others. He ~~ advertising 
from no corporation, however, that 
controls more than fifty per cent of the 
consumption of an article or commodity 
not patented or copyrighted. These 

classifies as “trusts.” He also adds, 
“I take it for granted that all honestly 
conducted papers try to avoid the pub- 
lication of advertisements that contain 
fraudulent representations or that pre- 
sent things which are hurtful.” 


Vogue is printing some articles on 
postal progress, critical in tone for the 
most part, but not abusive as articles 
about the Postoffice are apt to be. It 
is the aim of the writers to show that 
the Postoffice Department is run on an- 
tiquated business principles, and in a 
recent issue the subject of postal ac- 
counting was thoroughly reviewed. Our 
Postoffice uses a system managed by a 
bureau of the Treasury Department, in- 
depent of the postal organization, and 


through it handles the multitude of 
smail items that go to make in ex- 
cess of a thousand millions of dellars 


yearly. This system has been in opera- 
tion since 1836, and Congress has never 
done anything to modernize it. 


In June the World’s Work will begin 
a department called “‘The New Science 
of Business,” deaing with the latest 
forms of business practice and system. 
Real science has come into business with 
the typewriter, the adding machine, the 
loose-leaf ledger, card index and thou- 
sands of similar devices. More than 
mere book-keeping conveniences, these 
things are revolutionizing business it- 
self, making possible a volume of trans- 
actions that would have staggered any 
previous era of the wor-d of affairs. 


The Associated Sunday Magazine had 
considerable difficulty at the outset in 
etting advertising of a kind that would 
be acceptable to the various papers by 
which it is distributed. Every time an 
ad of a recognized newspaper advertis- 
er was printed protests poured in. ‘‘We 
might have got that ourselves,” was the 
ery. This singular condition has driven 
the magazine to seek advertising of a 
distinctive magazine character, and 
nearly all the announcements now. ap- 
pearing in its pages are those of adver- 
tisers who seldom use newspapers lo- 
cally. Many are mail-order announce- 
ments of high character. Owing to the 
superior printing facilities of this pub- 
lication it is able to accept many adver- 
tisements that could not be printed to 
advantage in a Sunday paper. 


Good Housekeeping is apparently 
the first of the women’s magazines to 

ak out about trading stamps. If 
all the publications devoted to women 
were to set forth the truth as plainly it 
would have a_ tremendous effect. 
“Trading stamps,” says the editor, “are 
a supposed gift to the buyer of gro- 
ceries or other merchandise, a species 
of coupons redeemab!e oftentimes in 
bric-a-brac or household furnishings. 
It goes without saying that the customer 
pays for the bonus, and pays high, for 
the goods which it accompanies cannot, 
obviously, be all that they purport and 
still leave a profit for the dealer. The 
State of Massachusetts now levies a 
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three per cent tax on trading stamps. 
The merchandise must be reduced ac- 
cordingly in quality, in order that the 
dealer may retain his old profit. Yet 
there are seemingly intelligent persons 
who will buy goods with trading 
stamps.” 


Leslie’s Monthly has an anti-billboard 
article this month of decidedly rabid 
character, but like all articles of its kind 
it makes a plea for better posters and 
moderation in outdoor advertising 
rather than abolition, 


In the May Booklovers Harold Bolce 
follows his business paper of last month 
with a second on ow to Build up 
Foreign Trade.” It is pretty much the 
sort of stuff that everyone interested in 
our foreign trade knows and that few 
manufacturers follow—that is study 
foreign demand on the spot, make and 
pack goods to suit the foreign condi- 
tions send polite young men who know 
the language, give long time for the 
foreigner to pay up and so forth. Much 
of his information about foreign credits, 
though, particularly in Japan, is fr 


If comparisons are in order, the new 
trust-busting series in Everybody’s— 
the story of the beef trust by C. H. 
Russell—is a good deal better stuff 
than “Frenzied Finance.” Mr. Russell 
is not hysterical in his style, and in- 
stead of highly colored pictures of fi- 
nancial life and promises to tell all in 
the next issue dissects the meat 
Situation thoroughly, with book and 
chapter, names and figures to back all 
his assertions. This is trust-busting at 
its best. 


An interesting chapter in Philadel- 
pia newspaper history is retold in 
larry Thurston Peck’s “Twenty Years 
of the Republic” in the May Bookman, 
Professor Peck outlines the fight against 
the Louisiana lottery that gan 
twenty-five years ago when Alexander 
K. McClure, then publisher of the 
Philadelphia Times, was offered lavish 
rates to print the advertising of the 
lottery. he newspapers of Pennsyl- 
vania were receiving $50,000 a year 
from the lottery for advertising. <A 
suit to revive an old law stopped this, 
and then the lottery company retaliated 
with a suit against Colonel McClure. 
This led to a national airing of the 
Louisiana lottery, with the result that 
it was eventually wiped out of exist- 
ence. 


“Bucket Shops of the Book World,” 
an article in the May Pearson’s, te.ls 
something of the workings of publish- 
ing houses that bring out the books of 
unsuccessful authors, charging them ex- 
tortionate prices for printing and al- 
leged efforts to sell what is often mere 
trash. Anyone familiar with the pub- 
lishing houses in New York can imme- 
diately name the bucket shops, and it is 
a pity that they were not exposed by 
name. 


The Metropolitan has a fresh story- 
prize competition. In the May issue a 
serial begins, turning upon circumstan- 
tial evidence, crime, m-shoe detective 
work and so forth. he plot is so in- 
tricate that even the author doesn’t 
quite see his way clear. So readers of 
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the Metropolitan 
vice, and will 
music boxes, 


are appealed to for 
be paid therefore in 
n € grand pianos, watches, 
silver, sewi machines and_ subscrip- 
tions to the Metropolitan. The prizes 

ate $3,000, and the competition 
lasts four months, with a separate set 
of prizes for each month. 


“How to Advertise a Country Mill,” 
in_ the April Business Man’s Magazine 
(The Bookkeeper), tells some interest- 
ing facts about creating a_ restricted 
local demand for flour through news 
paper publicity. 

In the Ladies’ Home Journal this 
month is reproduced the composite 
Madonna completed some years ago by 
oseph Gray Kitchell, of the George 
ithridge Company, New York. This 
picture, made of 271 famous paint- 
ings of the Madonna, represents the 
artistic working out of an original idea. 
It has not only become a work in great 
demand in art stores, but has aroused 
comment from both scientists and_ re- 
ligious leaders. The first print from 
the completed negative was sold to 
John Wanamaker for $500 and display- 
ed in his stores. 


Though primarily a mail-order publi- 
cation, the Woman’s Magazine, St. 
Louis, carries a steadily increasing 
body of gencral magazine advertising. 
In the ay issue, for example, is 
business for Ivory Soap, Hall’s Hair 
Renewer, Woodbury Soap, Pabst Ex- 
tract, the Boston Store of Chicago, 
Cascarets, Liquozone, Lion Coffee, 
Mennen’s Talcum, Universal Bread 
Maker, Wing Pianos, Kalamazoo 
Ranges, Monon Route, Pompeian Mas- 
sage Cream, Rubens’ Shirt, Lacqueret, 
1900 Washer, Saturday Evening Post, 
White House Shoes, Siegel-Cooper Co. 
New York, Larkin Soaps, White & 
Wyckoff Stationery, etc. Mr, Coakley 
says that every large magazine adver- 
tiser who has taken the time to in- 
vestigate the Woman’s Magazine pece- 
osition has seen the wisdom of talking 
to people in places between 1,000 and 
20,000 population not covered by the 
eneral magazines, Each issue of the 

oman’s Magazine shows additions to 
this business. 


“Earliest” of all the monthlies is a 
new one called Smith’s Magazine, is- 
sued by the Smith Publishing House, 
77 Seventh avenue, New York City. 
of eters has ‘heretofore led the van, 
appearing about the fifth of the month 
preceding that which it bears as a date 
—the May issue appearing about the 
fifth of April. But the June issue of 
Smith’s appears in the middle of April, 
so that it is fully six weeks ahead of 
its date. A ten-center devoted — 
to stories, it seems to have an excel- 
lent chance, 


Munsey’s claims a foreign circula- 
tion “far greater than that of any pub- 
lication issued this side of the water,” 
and states that it is less than five per 
cent of the total. As an indication of 
the quality of the remaining ninety- 
five per cent to advertisers, letters 
from advertisers are reproduced show- 
ing that they have received replies from 
such places. as Cape Town, India, 
Africa, Brazi!, Chile, Manila, Portugal, 
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Alaska, Turkey, Peru, Australia, and 
many points in Great Britain and 
Europe. 

A _ convincing piece of circulation ad- 
vertising is sent out by Men and 
Women, Cincinnati. This magazine is 
now conducting a subscription canvass 
through solicitors in various sections 
of the United States, giving each a 
list of persons in a specified town who 
have sent for sample copies. Several 
of these lists are reproduced after the 
solicitors have turned them in, showing 
in one instance forty-one subscriptions 
in forty-oe calls. 


The Woman’s Home Companion 
claims seventh place among the monthly 
magazines in point of age. It was 
founded in 1873. The six magazines 
ranking as seniors are Harper’s Month- 
ly, founded 1849, Atlantic Monthly, 
1857, Lippincott’s and Harper’s Bazaar, 
1868, Century, 1870, Delineator, 1872. 


Some of the chats-with-readers in the 
leading ee ought to take up the 
question of substitution. E. G, Lewis, 
editor of the Woman’s Magazine, says 
under he tit'e of “Brain Thieves’: 
“About the meanest man on. earth is the 
one who steals another’s brains—who 
trades on the brains, courage and risk 
taken by another man in creating some 
great industry. The most familiar — 
of this sort is the “substituter,” the 
man who tries to substitute some other 
article on which he makes a large pro- 
fit for the standard and well-advertised 
article. When the proprietor of some 
standard remedy on which he has spent 
the best years of his life and hundreds 
of thousands of dollars in advertising 
it, and built up a large business, per- 
suades you through his advertisements 
to try that remedy, he stakes his repu- 
tation and his investment on its purity 
and worth, then you go to a store to 
purchase it and the shopkeeper per- 
suades you to take something in its 
place, that storekeeper has not only 
robbed the manufacturer of the real 
article in the meanest sort of a wer but 
ict age puts the life of yourself and 
oved eres in jeopardy. Perhaps not 
so dangerous, but quite as mean, is the 
substitution of some inferior article of 
merchandize for a well-advertised and 
standard one. The concern that spends 
thousands of dollars in advertising its 
goods must offer only the best goods 
to be prsduced, or it could not get its 
money back. A single sale is —— 
made at a heavy loss. It is the satis- 
fied custcmer who purchases again and 
again that must be depended on for a 
profit.” 


The Critic calls attention to a change 
in book advertising. ‘‘No ‘books are ad- 
vertised nowadays,” it says, “as having 
reached a sale of two hundred or five 
hundred thousand copies. Nothing is 
said about the number of copies sold. 
Publishers are content now to mention 
the number of “editions” or “impres- 
sions” which seems to be the favorite 
term. Even in the case of “ 
Masquerader” no definite figures are 
given, and yet that is one of the best 
selling books of the year. Shouting 
the number of copies sold never seem- 
ed quite in keeping with the character 
of book publishing, which is supposed 
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to be a more. esthetic business than 
soap making, for instance. And yet 
even in soap ng the manufacturers 
advertise the number of cakes 
sold; they advertise the article they 
have for sale, and expect it to sell on 
its merits, or on the amount of adver- 
tising given to it.” 


A page advertisement for the city of 
Dallas, Texas, in the May issues of 
Success, McClure’s Review of Reviews 
and World’s Work is municipal adver- 
tising of the right calibre—strong copy 
put where it will be seen. Dallas has 
a population of 78,000 now, and pro- 
poses to double it in five years oy ad- 
vertising. ‘An organization call the 
Hundred and Fifty Thousand Club of 
Da:las is behind this campaign, its 
members being progressive young busi- 
ness men. An advertising appropriation 
of $30,000 annually is to be expended. 





A GOOD PRINCIPLE. 
“Tue CHRISTIAN HERALD.” 
An Illustrated Family Magazine, 
96 & 97 Bible House, 
New York, April 27, 1905. 
Editor of Printers’ INK: 

We notice that you have included 
the Christian Herald in your statement 
of advertisements in the April maga- 
zines, but desire to call your attention 
to the omission of the asterisk, as the 
Christian Herald is strictly a cash me- 
dium—that is to say—every advertise- 
ment appearing in the colums of the 
Christian Herald is paid for in cash. 
We never accept trade advertisements 
of any name or nature. 

If we can make this assurance any 
stronger we shall be glad to do any- 
thing you wish in the matter. Thanking 
you for your kind consideration of the 
Christian Herald, I am, 

Yours very truly, 
P. B. Bromrtetp. 
—_+++ —___ 


NOTES. 


Some literature to dealers, introducing 
the “Stork” can opencr, a device made 
by the Stork Mfg. Co., Dayton, Ohio, 
is forceful and fully descriptive, but 
some verses used in connection there- 
with go beyond all poetic license. 


A fine little folder on tea and serv- 
ing trays, from the Rochester Stamping 

0., Rochester, N. Y., shows them in 
natural colors and tells about their 
wearing and display qualities in brief 
compass. It goes to retailers, 


Tue Evening Journal, Wilmington, 
Del., prints on its want ad page every 
day a miniature newspaper called the 
Prosperity Herald. It contains little 
stories of advertising success, notes of 
business prosperity and other readable 
stuff of a commercially optimistic nature. 


A series of mailing cards, from 
Travel, the New York recreation maga- 
zine, ‘is intended to interest hotels, rail- 
roads and kindred lines in the publica- 
tion’s advertising possibilities. Matter 
is largely confined to extracts from the 
magazine itself, showing its editorial 
scope and appeal. 
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A HEART-SHAPED “heart-to-heart talk” 
from the Elmer, N. J., Weekly Times, 


tells things about the advertising patron- 
age of that paper, its system of news 
gathering and its value to mer- 


chants. 


BEAUTIFUL and unhackneyed views of 
Havana and other Cuban centers of in- 
terest decorate the latest folder of the 
United Railways of Havana. Brief de- 
scription tells how to make a profitable 
winter tour of the island. This adver- 
tising is sent out from the Havana offices 
of the road, 


Ir would be difficult to improve on 
the color scheme adopted by the Mc- 
Cray Refrigerator Company, of Ken- 
dallville, Indiana, for the cover of 
their Catalogue No. 46. The com- 
bination of pale blue, gray-green and 
white gives an impression of coolness 
that prepares the reader to believe al! 
the claims made for the McCray re- 
frigerators. Advertisers as a rule are 
prone to underestimate the subtle pow- 
er of suggestion but in this catal 
full use is made of it. A thoroughly 
good piece of work. 








Advertisements. 


All advertisements in “ Printers’ Ink” cost 


en t 

Feed wholly in cae of first publication. 
y type and cuts may be used without 

extra charge, but if a specified ‘tion is 

asked for an advertisement, and granted, 

double price will be demanded. 

W ANTS. 


ANTED-—Reliable Eastern or Western Adv. 
Novelty House to handle a good thing on 
royalty. C. 8. STONE, Charlotte, N.C. 


APABLE, experienced adwriter, employed wy 
large firm, desires to change location. Ad- 
dress “L. C.,” care Printers’ Ink. 


OSITIONS open for competent qewapager 

workers in all Soerenows. Write for 

booklet. FERNALD’S NEWSPAPER MEN’S EX- 
CHANGE, 368 Main St.. Springfield, Mass. 


W AXTED—Web perfecting prcess; cylinder 
width to take on 44% inches, circumfer . 
ence 534 inches. 
Address “M. C.,” care Printer’s Ink. 


‘THE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more 
100,000 copies per day. 


(CONCERNING TYPF—A Cyclopedia of Every- 
ona da; apne po —~3 Tt —. 
ng Man; “typewise”: pp. . post ; 
ag’ts wanted. A.8.CARNELL, 10 Nassau St..N.Y. 
W AxTED— Newspaper advertising mai 
wants change. Is sure business getter, 
capable solicitor and executive. Highest of 
newspaper and business references. Address 
“BUSINESS,” care of Printers’ Ink. 


W ASTED— Printers and_ publishers to investi- 

our Matrix and Stereotype Machine 

Pro ition. We have a service that will earn 

= money. Address THE BUCHER ENG. & 
FG. CO., Columbus, Ohio. 


NEWSPAPER Correspondent, going abroad, 
will write general letters on social, political, 
labor, literary or other topics. Can also furnish 
special articles. Termslow. 

“ALFRED,” care Printers’ Ink. 


RYEee ADVERTISER and mail-order dealer 
should read THE WESTERN MONTHLY, an ad- 

vertiser’s magazin est circulation of any 

oavertiging jor 

free. THE 


ie. 
journal in America. 
Ave., Kansas City, Mo. 








rma Sam 
ESTERN MONTHLY, ab Grand 
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PPosttz0"s o1 OPEN—We have hundreds of high 


ing = $1,000 to $5,000 a year, bes we yd f 
enough capable, experienced men to fill them. 
If you believe you are the right man for any of 
> sn write y for booklets. We have 
offices in all large cities and offer the sures’ 
ice ability for every 
PGOODS (Inc.), Brain 
Brokers, Suite 511, 309 Broadway, se York. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad —— should use the classified col- 
umns of PRINTERS’ INK, the busivess journal for 
adver te Vn pe weekly at 10 aes &t.. 
New York. Such advertisements will be rted 
at 20 cents per line, six words to the Ay nPRINT- 
ERS’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States, 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 

ify for reaay positions at $2) a week and over, to 
write for free copy of my new prospectus and 
ing concerns every- 

wa One graduate filis $8,000 place, another 
,f and any number earn $1,500. The best 
ph adwriter in New York owes his suc- 
within a few months to my teachings. De- 











mand excee supply. 
GEORGE H. POWELL. Advertising and Busi- 
ness Expert, 1467 Temple Court, New York. 





WANTED: 


An Advertising Writer. 





A position is open for a young 
man who can write forceful retail 
advertising. The business is dry 
goods, but the man who can write 
just as good advertising if he 
doesn’t see the goods as if he does 
is not the kind of a man desired, 
The position is assistant to the 
advertising manager. The salary 
fs $2,000.00 a year, Experience 
in retail advertising would help, 
but it is quite possible that a man 
now writing for the newspapers or 
magazines would prove to be the 
best man for this position. 

The man selected will find he 
has formed a very desirable con- 
nection with opportunities. Ad- 
dress “ Retail,” P, O. Box 672, 
N, Y. City. 








~~ 
’ with order. "samples and prices 
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DESIGNERS AND ILLUSTRATORS. 


ESIGNING. illustrating, eng rossing et 
Peravin: ogr ay 
ing. "THR KINGSLEY STUDIO. 2 Bee 


—__ +> 
MAIL ORDER. 


Mall, ORDER SPECIALTIES 
NTED FOR AUSTRALIA. 
We soaks fo an A facilities for dis of 
large a quantities of Mail Order nent of every de- 
— Want good We pay cash 


K & SO 490 » ill St., 
Sydne; ey, N. 8. W., Australia. 


M4tonone ADVERTISERS—Try house to 
advertising; it wil pay you big. Our 

men will deliver your circutars and cat logues 
direct to the mail-order buyer. You can reach 

ple who never see a | yt of any description 
rom one year’s end 1 nner. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
Canada, and are in a position to place advertisin 

matter in the hands of any desired class. OU 
DISTKIBUTORS’ DIRECTORY will be sent free 
of charge to advertisers who desire to make con- 
tracts direct with the ae. We guaran- 
tee fRat service Jorrespopdence solicited. 
NATIONAL ADVK = CU., 700 Uakland 
Bank Building, Chi 

ss 
DISTRIBUTING 
gt hye Bank jad aeency of the 
Senne P a e in 

Miss., N. rads C “rhe “ive e y 
bya trial o order for distribution in 62 ‘Ga. to 
7 the Pinkham Medicine Co.; now their books 

re distributed sem‘-annually ny the 
South east by the Bernard You ca 


can 
jearn the particulars from @ AS. BERNARD, 
Savapnah, Ga. 


4 
POSTAGE STAMPS. 
sy XK: ice for unused 
kK. ORSER, 302 Dearborn St. a Dhicags. Ik mL 
—————__ + 
CARD INDEX SUPPLIES. 
Ts all we —. bpd or - right. 
Sample sets an DEX Cs ONY 
STANDARD INDEX CARD. COMPANY. 
Rittenhoure Bldg., Phila. 
CEDAR CHESTS. 
OTH-PROOF Cedar Chests—Made of fragrant 





oe ee red - — absolutely proof 
ogaine Prices Send for ag om 
MEDMONT: FURNISORIS CO.. Statesville, N.C 
——. +e 


SUPPLIES. 


D, WILSON PRINTING INK CoO., Limited, 
e of I7 Spruce St., New York. sell more mag- 
— cut than any other ink bouse in the 
tr 
Special prices to cash rash buyers. 


r= sample .of ‘Bernard’s Cold Water Paste 
will be sent be any _— paper-hanger, 
posteeneeee, . gar maker manufacturer 
te for anypur i and will text its 
po gy = GENCY, ‘Tribune Build 
ing, Chi 
OXI ad non-explosive, non- “burning sub- 
stitute for lye and li Doxine re- 





t and 
will not rust, metal or hurt the hands. 
t 





—_+o>—__—- 
ADWRITING. 


. on pes 3, advice and adwriting. Any 
OF ine GRIFFITH rit CLAPHAM© 


"Room 637. 
—~+y>—___—_ 
PERIODICAL PUBLICITY. 

ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@@). 23 Broadway, New York, 
—_+o-——_——_ 
— N CARDS, 

$3 FF tor more any printing. 
THe CON WE Fier co. pring Mich. 
for $3. 10,000. $ $20. rinting. 

1,000.cme Coin Mailer Co., Ft. A itadtcon, Us. 


e rs for cleaning and 
protection of Ly For sale by the trade 
and manufact 


ured by the DOXO MAN’F'G CO., 
Clinton, la. 


—_—_—_—_—— 
HOUSE-TO-HOUSE DISTRIBUTION. 


Amaitorder 0 selling elling through the trade and 

eat er firms can secure prompt and 

returns through my National Dis- 

p= ae rvice, which rantees an honest, 

judicious. house-to-house distribution of adver- 
tising matter anywhere in the United States. 

My distributers are bonded and make this 
work their exclusive business. No boys. Write 
for particulars. 
Nati al Ade ariieing Distri ibuter, 

ona ve uter, 

Main Office, 442 St. Clair St., 

Cleveland, 0. 
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4DDRESSING MACHINES. 
Amarr mac MACHINES—No type used in 
Wallace stenci] adaressing —~ py 
card index of addr used by the 
ers throughout the country. Send 
We 3 addressing at low rates. 
pti] 


for circulars. i 
WALLACE & CO.. Murray St., New York. 
1310 Pontiac Blig., 358 5 Dewees © t., Chicago, Ill. 


[HE STANDARD AUTO ADDRESSER is a high 
speed addressing machine. b; 


. run by motor or 

foot power. System embodies card index idea. 

Prints Mee ne A rforated card used; errors im- 

: — ion simple. “Corsenpandonce 80- 
ci 


B. F JOLINE &CO., 
128 Liberty St., New York. 


— +2 
ADVERTISING NOVELTIES. 


AS wanted to sell ad novelties, 254 com. 
3 samples, !0c. J.C. KENYON, Owego, N. Y. 


ALESMEN—Advertising ‘Novelties ; earn $100 
a week taking geteens no collectin; 
SHELLON ITE CO., Box892, Manchester, N. H. 


RITE forsample at rice new combination 

Kitchen Hook and Bill File. Keeps your ad 

fore the housewife and business man. -" i. 

WHITE ‘HEAD & HOAG Cu., Newark, N. J. 
Branches in all large cities. 





Color Barometers. very. can be 
maiied in 6: 


envelope, nd oe. fo $25 pe 
1.000. inclnd imprint. 8 Send 10c. for sample. 
FINK & SON, 5th. above Ch 

———_+o+ 


PUBLISHING B ees OPPORTUNI- 





8, 000 will Lr ame a sa special agricul 
Cireulation hy 000 proven. 
are excellent. 
Splendid one man proposition, or 
b Lae ne teeit to large organization 
Ha< itor of ability who would oy with 


"fin thie price, 


RRIS, 
meee in Publishing Property, 
253 Broadway, Ne New York. 


AVE you $100,000 capital capital? 
And editorial, financial or business ability? 

And want to make $100,000 into $500,000! 
Have a career and win position! 
1 can tell you how to do it 
In New York City. 
With a splendid publishing foundation 
In a great rich field 
Waiting the coming of a modern publisher. 
The risk is slight. 
Good profits already available 
As well as high reputation. 
It is one of the cases where, 
When a great property has been developed, 
People will blandly say : 
“Most anybody could have done that.” 
It takes, to undertake it, 
A little insight, foresight and sand. 
If you are eligible 
And this appeals to you, 
It may be your life opportunity. 
Write or call, 
With evidence of responsibility and sincerity. 


EMERSON P. HARRIS, 
Broker in Publishing Property, 
253 Broadway, New York, 


PRINTERS’ INK. 


PRINTING. 


at reasonable prices. MERIT 


| eee 
Bethlehem, Pa, 








BOOKS. 

ATENTS i PRO at 
&Aa + Be oy 

Trade Hark fark Experts 


sion LETTERS”—About 60 in all—from a 


this,” — for Tet 
were seen an eyes unconventionally fo- 
ssed. By Francis I. rs” is 
not a “work ot genius,” Toons distin ay wand 
is not easily confusable with books under sus- 
— as such, but such isits yy of mat- 
rs and of men that society is by no meansa 
unit in geege s “hopelessly dull.” This 
book has bee me Fy for emer 
(not published), f= ‘unt the limited edition be 
exhausted. it will be forwarded by mail tor 81.00. 
Sent to THE AUTHOR at 40 Street, 
OL1, Philadelphia, Pa. 


FOR SALE, 
wo M enthaler Linoty qe ee or sale. 
T fain a" Address “‘ Printers’ lnk 


; ae Two Empire = Type-Set 
Fos chines. 10 and 11 point, with type. ting Mae 


runnin; 
BURNETT P PRINTING CO., Rochester, N. Y. 
| 4 HAVE bo ee of “Inland Pri Printers,” from 1895 


a... +35 “ vheas are valuable to any man act- 
vely caganed t in the printing office. Will sel 
them atjregular subse TT price. Address 
HOL A SORRARED, 

50s ___ 505 Pearl Street, N. Y. 


‘OR SALE—Campbell_ wel web perfecting press, 
which was replaced b; 

four or eight Das pages of six, oven or elgnte sprints 

atas 0,000 copies an hour; one casting 

box; one tail A. 4 machine; one shaving ma- 

chine; one trimming stand; one elevating table. 

Press can be seen running. Jo OURNAL, Dayton, O. 


TRADE JOURNALS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (@©). ©). 253 Broadway, New Yors. 
66 R"t ESTATE,” Amsteriam. N. ¥., circu- 


iation 3.000, for real estate dealers and 
owners; $1 a year; names of buyers each month. 


book mailed 
Reed apd 


Bar" 





enemy Pirmaammaisne 
ADVERTISING MEDIA, 


CENTS per line for advertising in THE 
10 Suson Bethlehem, Pa, 


+ SunpDay Times, Richmond, Me. aintete , 
es, 25c. each insertion. Co; ‘opy free. 


'HE Bex, Danville, Va. Only eveni rin 
T field. Average circ’n, Feb: ruary. 458 

DVERTISEKS’ GUIDE, Newmarket, N.J. A 

postal curd request will will bring — copy. 


ARDWARE DEALERS’ MAGAZIN Circeu- 
lation 17,500 (@@). 253 Broadway, Sew York. 


Nie EVANGEL. 
Scranton. Pa. 
Thirteenth year; 20c. 20c. agate line. 
A‘ person advertising in in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive tne paper for one one year 
ae 1,200 homes in Troy and Central Miami 
unty, Ohio, by using the REcorp. On 
dally.” Delivered directly to eo homes in city 
alone. Read by women. Rat Rate, 2-7c. line, net. 
66 4 TLANTIS,” the only daily Greek n 
A per in I da Sw One 
cent a copy; reaching a colony of 300, 00 0 dies 


in America. One inch = costs onl 
wide fiel id easily and ecovomi ~ a * 
RABTREE’S CHaEPANOOGA PRESS, Chat- 




















PRINTERS’ INK. 


: POST CARDS. 
ALF TONES made from photographs of ho- 
tels, local views, businees bi Nildings, ete., 
suitable for printing ‘on AL. Also print 
Bret cards, an fo furnished. 
ANDARD. sha ann 8t.. N. Y 


———_9+—__—_ 
TYPEWRITER RIBBONS. 


60 GEN CENTS iit for the very best awiioe 


Ribl rom that can 
Costs only 40 cents 
# you ay 4 in mqotlare f fora coupon sheet of 


five. 
CLARK & ZUGALLA, 100 Gold 8t., 
New York. 
— 4 


IMITATION TYPEWRITTEN LETTERS. 
| hag Typewritten Le iateens of the highest 
We fu bon, matchin, ; 
free’ "Samples free, SMITH” PTG. » 818 
Broadway, Toledo, Ohio. 
MAILING M MACHINES. 


HE DICK MATCHLESS M/ MAILEL, lightest and 
quickest. Price $12. ALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. ¥. 
ee ee 


iter 





ADVERTISEMENT CONSTRUCTORS. 


FZ W. KENNEDY, 171 Washington St., Chi- 
cago, writes advertising—your way—his way. 


AITORS’ ADS—Something new; wonderful 
z reealt getters. Sample free. &. D. SNUW, 
utlan 


* CUTS and advertising copy for yout line 
cheap enough by our method. 
LEAGUE, New York. 


VT. WRITING—nothing more. 
"2. at itis earn. 
JED SCARBORO, 
557a Halsey St.. Brooklyn, N.Y. 


H™« FERRIS, his (FF) 
Advertising Writer and Adviser, 
Drexel Building, Philadelphia.’ 
627 Temple Court, New York. 


ome Fe ple ge cmew G written, planned, de- 
S Wineed for $4.20 a month—an any 
line of ~ +. ill send you four sample 
or —— for $1. 
H. LARIMORE, Westerville, Ohio. 
Lp SUPPOSE 


who sorely NEEDED vastly BET- 
TER ADVERTISING also WANTED ITI! Just 





mark 


bs to picture such an utterly impossible situa- 
tA ir that | time ever should arrive (which it 
wa nt), the bus f tens of t. horte 





Ns 0! fs 
sighted merchants all over the land soe 
quicken to an extent that would do two things— 

aa" It would profoundly asto: them; 


ganas It would set many to wondering why 
they had been so obstinately and unprofitably 
wine to the real potencies of pertinent publicity. 
1 use samples of my work to innoculate “ such 
= with “ wanton-ness,” and with some 


— you like me to try some of them on 


you 
make a great variety of advertising “things.” 
No. 38. FRANCIS I. MA rE. 402 Sansom St.,Phila, 
HALF-TONES, 


EWSPAPER HALF- —_ 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Peliveced wis when o cash ‘accompanies the order. 
KNOXVILLE ENGRAVING OO.. Knoxville, Tenn, 
prccecttceti-*i-h 2 stechoni 


PRINTERS. 


Pee. Write R. CARLETON Omaha, 
Neb., for copyright lodge cut catalogue. 


Wm print ns entebagees, best circulars, ad 
Ww _ for prices, THE 
BLAIR P" ra. CO., 514 Main St.. Cincinnati, O. 

Prechentateesiet — <decaace 


CLASS PUBLICATIONS, 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(\@@). 253 Broadway, New York. 
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SPECIALIZED PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (O©). 253 Broadway, New York. 


—__+9>——_—. 
ELECTROTYPERS. 


W E make the electrotypes for PRInTERs’ Ink. 
We dothe ere for me of the 
largest advertiecs in the pe for 
rices. BSTER, C. CRAWFO! & CALDER, 45 
Rose 8t., i York. 


PREMIUMS, 


-— mw eet goods are trac are trade builders. Ry 
sands 0! 
publishers — others from ‘the foremost aes 
a wholesale aeaiers in iqrattz, and kindred 
600-page list price illustrated catalogue, 
mblished annually issue now ready; free, 
F. MYERS CO.. ow. 48-50 52 Maiden Lane, N.Y. 











TIN BOXE ee 


E you have an tractive, b 
will sell more sand D3 ay Eee ox prices for for 
them. Decorat - boxes a a ri 
ance, don’t break, ar: preserve the 
ges You can "bay in one halt gross lots an 
ase in low prices, = 1. who 
e tin boxes f rs, Vase- 
— “sanitol. Dr. Charies Flesh Food, New: Skin, 
and, in fact, for most of the “big ig guns But w 
pay, just as much attention to the‘ ttle ‘tellows.* 
ter send for our new illustrated ca’ It 
contains lots of valuable information, and is 
free. AMI oy bay PPEK COMPANY, 11 
Verona Street The largest 
maker of TIN BOXES outside’ the Trust. 








NEW JERSEY’S 
LEADING GERMAN 
NEWSPAPER 


Reach out to the great German la- 
p> of Newark, New Jersey, throu the 





columns of the ‘New J ung. 
Newark is the | t oly in New Jer- 
, having nearly 


,000 population. It 
is famous for its extensive manufactur- 
ing, mercantile and other industries. 
About 100,000 of its people—one-third— 
are fty and prosperous Germans. 


Don’t Overlook 


THE FREIE ZEITUNG 


It is New Jersey's most important— 
most Fan one IE e—German Morning 
af junday and Weekly Newspaper. 
reaches more German readers = 
| FH. than any other German daily in 
e 


te. 

Why not cultivate this very desirable 
field for the sale of your ucts. by 
ce in this paper? % 


returns for its nu- 


Would be — to send ‘you rate 
pa circulation statements, etc., on 


NEW JERSEY 
FREIE ZEITUNC 


ESTABLISHED 1858. 
NEWARK, N. J. 


wwewvewv vwwvvwwwwwwwwyw 
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PAPER. 


B BASSETT & SUTPHIN. 
pacbens nn nd St.. New York “+44 
a specialty. anens Perfect | 
White for bgrane catalogu: 
oe 


MAIL-ORDER NOVELTIES. 


Wess to-day for free ‘Book of Nensteliies.. 
an illustrated catalogue of latest impo: 

, plated y- % 
and opi tical goods—whol le only 
citer BROS., +) Bowery, N. 














ADVERTISING easton 


Ceoman AGENCY, | Madison .N. Y. 
Medica! journal advertising Soke 








OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 


Does S. Advertising A; ye 
Private wires, n, Phila. etc. 








AIL order advertisin HE 
STANLEY DAY AGE OY, a Om N J. 


BR DRE tc SA 5 
HE H. L. IinELAND ADVERTISING AGENCY 
Handles but one business of a kind. 
925 Chestnut Street, Philadelphia. 
URTIS-NEW HAI, Le CO. . Betablished 1895. Los eeetee 
Angeles, Californ: ewspaper, Po ° 
magazine, trade paper advertising. Pa CRITE Siem ey, 
LBERT FRANK & CO., 25 Broad Street. N. Y. Vv 
Generali Advertising’ Agents. Established 
Chicago. Boston. Philadelphia. Advertis- 
aoe ail kinds placed in every part of the world. 


ARNHART AND S\VASEY, San Francisco— 











(RANKL HOBBS} 


te CAXTON BLOCK . : 











Largest ft Chi loy 60 , 
people; save pote perdioere ¢ by atvicinr, z judicrously °C HICROQ, 0” 
newspapers, billboards, walls. cars, distributing. *Seccceese® \ 
pee me YY ~ one. a is ng 

invii e can igo a8 mediu 
and how to use th “Wr ayy THE DES: Pr tat a wed ari celal 
ae ADVERTISING GENCY, Ltd., Mon- he will send the back onthe booh™ 











NEVER AGAIN! 


Office of the “ NEwron TIMES,” 
; DECATUR, Miss., April 20, 1905. 
Printers Ink Jonson, New York, N. Y.: 
DEAR S1R—Please send me by fast freight 25 Ibs. of news ink. 
I am having to throw away fifty lbs. of ink bought from another 
concern, because it is no good. Shall never try another experiment 
with ink while you are making yours. Very truly yours, 
Tuos. KEITH, Jr., Publisher. 


My news ink is the best that money can buy and 
is sold as follows : 
25 Ib. kegs at 6 cts. 2 Ib. 
50 Ib. kegs at 5% cts. 2 Ib. 
100 Ib. kegs at 5 cts. 2 Ib. 
250 Ib. kegs at 41 cts. 2 Ib. 
500 Ib. kegs at 4 cts. 2 Ib. 
Terms f.0.b. New York, cash with order. Money 
back when dissatisfied with your purchase. Send for 
my price list of job inks. Address 


wingue ammal ss. JONSON, 
17 Spruce Street, - - - New York. 
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Publicitous 
Promotion 








AM COMPLETING a six 

months’ contract with the 

Thos. G. Plant Co., Boston, 
manufacturers of women’s shoes. 
At this writing it is uncertain if 
to mutual advantage and by mu- 
tual consent this contract is to be 
extended, { At any rate the work 
I was hired to do is practically 
completed. { This was to organ- 
ize and develop into profitable 
operation a Department of Promo- 
tion—a sort of Publicitous Clear- 
ing House as a complement to the 
Advertising Department. {[ Asan 
agent provocateur of Profitable 
Publicity I may confidently 
be estimated as a pretty good 
thing. Indeed, you may take 
my word for this even if 
you never read the Advertising 
Chit Chat of “T. S.” in the 
Milwaukee Sentinel or in the 
Boston Herald. { Possibly your 
business—anything from a news- 
paper or a railway to a show ora 
shoe factory—requires the intelli- 
gent distribution and the intelli- 
gible application of its advertising 
to make the latter pay. {In such 
case you might go further and 
could fare worse than get next to 


E. W. Kvrackowizer, 


at the good old NorFoLK Houser 
in dear old Roxsury, 
now a P. O. sub-station of Boston. 


A SCIENTIFIC BASIS 


For Conducting the Advertising Business. 











RATES 


FOR 


THE TWENTIETH 
CENTURY HOME 


An Illustrated Magazine. 
All Advertisements on Fine Coated 
Paper. Printed on Flat Bed Presses. 


% CENT PER LINE. 


No Discounts, except Ten Per Cent, 
to Agents. Five Per Cent. for Cash 
within Ten Days of Mailing Bill to Ad- 
vertiser, 

Bills made out for the exact number of 
copies sold to actual subscribers and 
actual purchasers on the news-stands, 

With each bill every month will goa 
sworn statement of circulation showing 
what becomes of every copy printed. 

The rate of THE TWENTIETH 
CENTURY HOME is fixed upon a 
basis of Two Dollars per line for four 
hundred thousand circulation—that is 4% 
Cent per line per thousand circulation. 

Not only is a sworn statement of circu- 
lation forwarded to you each month, but 
all books of accounts will be at all times 
open to the public, including purchase of 
paper, record of reams used by each 
press, record of folding machines, record 
of signaturcs gathered, shipments made 
each day and to whom, Post Office re- 
ceipts, freight receipts. News Company 
accounts, and all other books which may 
have any bearing upon the question of 
circulation, 

At least once a year public accountants 
will be employed to audit our books and 
make sworn statements as to the accuracy 
of the monthly statements previously sent 


out. 

This brings the advertising business to 

a scientific basis. The advertiser need no 

longer be uneasy about what he is receiv- 

ing for his money. He knows— 

FIRST: That the quality of the maga- 
zine insures the highest character 
of readers, 

SECONDLY: That % Cent per line is 
the lowest rate ever given by any: 
first-class periodical. 

THIRDLY: That his advertisement is 
being printed by the finest processes 
on coated paper, 

FOURTHLY: That under such circum- 
stances to stay out of such a period- 
ical at such prices must be direct 
loss to his business, 





The Twentieth Century Home 
JOHN BRISBEN WALKER, 
Chairman Board Directors. 

David Strother Walker, Prest. 
John C, Walker, Treasurer. 


Harold Walker, Secretary, 
James Randolph Walker, Editor. 
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How About Your Copy ? 


Is It As Good As It Should Be? 





If it is not, the money you are wasting is a very 
serious leak, if not a dangerous one. Now that most 
of the clap- trap and tomfoolery which have surrounded 
the advertising business for so many years have been 
kicked down the back stairs the advertiser under- 
stands more clearly that his success depends upon the 
copy and illustrations which he uses in his advertising, 
and that such copy is the best investment he can 
make, Fairly good copy is not good enough. It will 
bring only fair results, and what the advertiser wants 
is the big results which can only be secured from copy 
of the very first class. 

Our experience in the preparation of this kind of 
copy for leading American advertisers has been long 
and valuable, and we like to explain to advertisers 
just what we have done for others and what we can 
do for them. 


Address LEROY FAIRMAN, Secretary, 


THE GEORGE ETHRIDGE COMPANY, 


THIRTY-THREE UNION SQUARE, 
New York City. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Rozpert R. Burrace, 
Manufacturer of Padding and Book 
Binding Glues, Paste, etc., 
38°37 Frankfort Street, 

New York, N. Y., Anril 21, 1905. 
Editor Ready Made Ad Department: 
Dear Sir—I send you herewith four 
mailing cards, and a follow-up letter, 
that I am sending out a week rt 
in the order in which they are number- 
ed, and would like to hear what you 
think of them, if they can rightly 
be considered under your department. 

I have been readi your criticisms 
for some months and have gotten much 
valuable information from them, but 
nearly all the ads, renroduced are re- 
tail ads, while I manufacture an article 
that is used in the making of other 
articles and requires somewhat differ- 
ent handling than where you sell goods 
that are in general use, and would 
like to kow if you think I am going 

at it in the right way. 
Very truly yours, 
Rost. R. Burrace. 

_ The cards referred to are excep- 
tionally well written and illustrat- 
ed, and are printed in black ink 
on different colors of stock which 
make strong and pleasing con- 
trasts. The arguments are deci- 
dedly sensible and very much to 
the point, and if the series of cards 
with the final letter fail to stir 
up some business it will be some- 
thing to wonder at. The matter 
reproduced below from one of 
these cards shows the direct busi- 
ness-like style running through 
the whole series: 


FOOLING WITH CHANCE, 

Using inferior padding glue in an 
effort to save a few cents is fooling 
with chance in the worst kind of a 
way. You won't save anything and you 
may lose a good customer. 

Redding glue that holds so firmly 
that you tear the sheet when you at- 
n> to remove it from the pad doesn’t 
hold trade. 





Neither will a glue that lets the 
sheets fall apart on the least ems 
it 


Sheets taken from a made w 
R. R. B. Padding Glue don’t tear—nor 
does the pad fall apart. It holds the 


sheets securely but not too firmly, and 
there is no glue adhering to the edge 
when they are removed. 
It’s sold in 5 and 10 pound cans at 
16 cents a pound—and there’s 16 cents’ 
of pad satisfaction in every 
pound. Try it. 
ROBT. R. BURRAGE, 
35-37 Frankfort St., New York. 


One of the cards was marred by 
two typographical errors, which, 








while not necessarily fatal, are 
sure to be seen by the practiced 
eye of the printer and likely to 
convey an impression of careless- 
ness not altogether deserved. 





Shannon Always Says Interesting 
Things, Even About Commonplace and 
Uninteresting Articles. From the 
Philadelphia Evening Bulletin, 





Self-pulling 
Cork Screws 


save you the bother of hard 
tugging, and maybe a laun- 
dry bill. Simply keep turn- 
ing and the cork, no matter 
how tight it may be, comes 
out easily and intact, soc. 

Also handy for lifting 
seals, breaking wire and re- 
moving crowns. 

Other grades at 25c. 

Folding Cork Screws for 
carrying in the pocket. Any 
number of sizes. 25c, and 
50c. 

When a cork has been 
forced from the neck into 
the bell of a bottle, a Ready 
Wire Cork Puller easily gets 
it out. Tinned wire, at roc. 
SHANNON, HARDWARE, 


Philadelphia, Pa. 











This is Good Enough for Any Watch 


Repairer. Try it. 


The Ways of a 
Watch. 


The ways of a-watch are 
* finding out. Don’t try. 
f your watch is lazy and 
won't run, let our repairer 
spur it un—he’ll make it on 
time to a dot. Ten to one 
you’ve negiected it—let it 
get dirty; or rusty from lack 
of oil; — given it to the 
baby to play with. We get 
plenty of watches bearing the 
tell-tale marks of little teeth. 

Whatever’s the reason, 
don’t delay: delay costs 
money and spoils the watch, 
We give thorough examina- 
tion and regulating free— 
anything more costs as little 
@s Satisfactory work can 
done for. 

P, G. DIENER, 

Jewelry. Silverware. 








410 Market Street, 
Harrisburg, Pa. 
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A Good Insurance Ad From the Harris- 


A Good Idea But the Headline Should 








The jeweler who advertises birth stones 
should put this little verse in his May ads. 


PRINTERS’ INK, 








May 

Who first beholds the light of day 

On spring’s sweet flowery month 
of May, 

And wears an Emerald all her life. 








burg, Pa., Telegraph. 








The Main Thing 
About Fire 
Insurance 


is carrying a_ sufficient 
amount to really protect 
your property—for after a 
fire one can oniy accept the 
result. 

Better see to it that you’re 
fully insured and in a com- 
nd celebrated for prompt 

a og of losses; a goou 
.teliable company—the only 
hind represented by us, 


MILLER BROS. & BAKER, 
Real Estate Building, 
Harrisburg, Pa. 








Read “Flower Seeds Free.” 











Flower Seeds. 


Don’t fail to plant some 
early. We woud hke 
everyone to have Sweet 
Peas. So we will give 
away 320 packages free to 
the first purchasers of 700 
pounds of Choice Coty 
now on the — from New 
York. Buy iv Cents’ 
worth or more “ Nice 
Candy and get a package of 
Pink and hite Peas, free! 
Plant early. Plant deep 
(about 6 inches). Give 
them plenty of fertilizer 
and water. Rice’s and 
Ferry’s Seeds in Packages. 
Mays and Northrup King 
& Co.’s in bulk. It’s time 
to think about a little hot 

. Make one with broken 
meg at ~~, little fost. We 
ave a lot of it. “Peep O’ 
Day” is the very early 
Sweet Corn. 10 days earlier 
than almost any other and 
is very sweet and gi 


McCRAY & CO., 
Prescott, Wis. 














Another Good Ad Handicapped by Lack 
of Prices. From the News Advertis- 
er, Chillicothe, O. 


Tooth-Brush 
Troubles. 


You’ve had ’em. So have 
we. That’s why we’ve put 
in a line of warrantable 
goods. No bristles coming 
out by the bunch, making 
you feel as if you’d swallow- 
ed a hedgehog. No flimsy, 
disannointing brushes, but 
satisfactory goods which we 
warrant. If bristles come 
out we give you a new 
brush. Get your next tooth- / 
brush at ; 


LEHMAN DRUG CO.,, 
Chillicothe, Ohio. 























It Would Seem Better to Say Nothing 
at All About Prices Than to Say 
Only That “We Could Not Make a 
Finer Shade if You Paid Us $5 a 
Window,” and Let It Go at That, 
Otherwise a Good Ad. From the 
Boston Herald. 


Window Shades 
4 ’ 
Paine’s 

Two-thirds of the com- 
fort of a window is made 
by the Shade. A Window 
Shade is about the very 
worst thing on which to 
practice economy. 

We have now nearly six 
thousand customers in our 
window shade factory, who 
have been won over by the 
quality of our work. ‘here 
is nothing better to be had 
at any price, 

We could not make a 
finer Shade if you paid us 
$5 a window, having re- 
gard solely to cut, fit, hang 
and perfect operation. 

Is this what you want? 

We tint our cloth by 
hand and work constantly 
on new att stains to meet 
the views of our architect 
trade, 

Ever. part of the work is 
done by men; we emp.oy 
no minors or piece hands. 
We send competent men to 
take measurements, and to 
hang the shades. 


PAINE FURNITURE CO., 


Rugs, Draperies and Fur- 
niture. 
Boston, Mass. 
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Clarke & Fisher are real estate 
dealers at Binghamton, N. Y., and 
from their two-color, 13-inch 
triple-column ad in the Bingham- 
ton section of the Elmira, N. Y., 
Telegram for March 26, it is very 
evident that they don’t care how 
much that fact is noised around. 
The ad is apparently addressed to 
those who are about to move and 
who, perhaps, have never consid- 
ered the possibility of owning a 
nice home for payments but little 
larger than the monthly rent they 
have been paying. To this class 
it makes an exceptionally strong 
appeal; but it hits at the same 
time, and with no less force, near- 
ly every other class of possible 
buyers. 

It appears in the Sunday issue 
of the Elmira Telegram, which, 
because it devotes a great deal of 
space to Binghamton and the sur- 
rounding country, is probably 
more widely and thoroughly read 
in that city than any of the New 
York papers, whose rates would, 
of course, be prohibitory to Bing- 
hamton advertisers in this line: 


FOUND A HOUSE YET? 


If you are a renter and have to look 
for a house every year or two, you’re 
just the person we want to talk to. 

hy don’t you become your own 
landiord? 

We have helped hundreds of others 
to own their own homes—Why not you? 

e build ‘and sell modern, desirable 
homes at low prices. 

ur housese are well 
“a built. 

They are handsome and sightly in ap- 
pearance, 

They are complete and modern from 
cellar to garret. 

We are now building a number of 
cosy houses in the Clarke & Fisher lo- 
cation, all within eight to fifteen min- 
utes’ walk of the court house, all of 
modern style and nearly ready to finish. 
You can buy one of these houses on easy 
terms, paying for it at about the same 
monthly cost as rent, and we will finish 
it up to suit your particular needa and 
desires. 

These houses have all the modern 
improvements, the lots are large; there 
is plenty of pure air and the location 
is superb. 

We are also building twelve houses 
on our East End property, if you pre- 
fer that part of the city. If you have 
property to rent we can rent it for you. 

you have money to loan we can 
place it for you. We have several 
Court street offices to rent. A_ great 
bargain is a house and barn for $1,100. 
Do not wait till April 1st if you want 





and substan- 
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to buy, as they are liable to be all sold 

by that time. When you move, move 

into a new house—your own house. 

CLARKE & FISHER, 

3 Exchange Bldg., Binghamton, N. Y. 

How “Two Inches Single” is Used to 
Advantage in the Bangor, Me., Com- 
mercial. . 








Photographs! 


We have artists we can 
send to your home, to your, 
place of business, or to any 
other place or locality for 
special photograph work. No 
matter wnat kind or size of 
photographs you want, we 
can make them, 

J. F. GERRITY & CO., 

11 State St. 
Public Library Bldg., 
Bangor, Me, 





A Good One for Hats. From the New 
Haven, Conn., Register. 





There are three kinds of 


hats—hats, good hats and 
Knox hats, 
We don’t sell the first 


kind; they don’t cost much 
and they are worth less. 


We ve the other two 
kinds—$3 to $5. 
Soft hats, also; hats that 


you can wear in your pocket 
with as little damage as on 
your head. Prices are $1.50 
and up—but not so very 


ar up. 

If you don’t look through 
our neckwear at least once 
a week you will be at least 
a week behind the latest 
neckwear news. 

JENKINS & THOMPSON, 

Opposite the Town Pump 

New Haven, Conn, 





Very Good, 





Electric Signs 


are the best signs because: 
1—They work night as 


well as day. 

2—They command un-| ° 
usual attention. 

3—They are economical 
advertising. 


4—They show you are up 
with the times. 


Ask us to figure on an 
Electric Sign for you, 
BEACON LIGHT CO., 
Phone 90, Chester, Pa. 


Electric Light and Power 
for Chester and 
Vicinity. 
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It Will Bear Repeating, That the|A Wholesaler’s Ad That’s Full of Good 
Washington (Pa.) Daily Reporter is tips for the Retatler, 
Full of Good, Lively Ads. 














sell. children. If you cannot 
H. W. GABBY, procure at your dealers, 
Washington, Pa, write to 
LORD & TAYLOR, 
A Timely One. From the Philadelphia Wholesale. New York. 


Now This ts Something Like It—You Shrunken flannels, Starched 
Get Just so Much Work and Ma- 
terials for so Much Money, and Some or streaks. Not well ironed, 

It Sounds Like Buttons missing. Repairin 


| tion back of every pair we 





A Real Boy 


That is, a boy that’s full 
of “ginger” and “go” should 
have the best of Shoes. No 
other kind will stand his 
thumping and kicking. We 
want parents to examine our 
$1.50, $1.75 or $2 Boys’ 
Shoes, note the quality of 
the stock and the way they 
are put together. It takes 
a good live boy to wear 
them out before they ought 
to wear out. We can fit any 
boy with these Shoes, no 
matter how small he may be, 
or how large—just so he is 
a boy. We put our reputa- 





Record. 





Don’t Begin 
Spring Cleaning 
until you take the step that 
insures. a clean, comfort- 


able, dustless kitchen all 
year ’round—put in 


A Gas Range and 
A Water Heater 


For sale by dealers and 


THE UNITED GAS IM- 
PROVEMENT CO. 





Philadelphia, Pa, 








Current Thrown In. 
Business. From the Binghamton 
Y.) Press, 








Exceptional Offer. 


We will wire a six-room 
house, handsome fixtures, 
complete, for $15 and fur- 
nish this amount of current 
free (100 kilowatt hours). 

Large houses pro rata. 
*Phone us to have our rep- 
resentative call, 


BINGHAMTON LIGHT, 
HEAT AND POWER 
COMPANY, 

172 Washington St., 
Binghamton, N. Y. 








“Onyx” Hosiery 


The hallmark of good 
hosiery is fit. It must set 
like a glove. 

“Onyx” does, 

At all points exposed to 
special wear it should be re- 
inforced with extra thick- 
ness—double sole and toe 
and <<, heel, 

; “ nyx” is, 

While soft and easy to the 
feet, it should not only sur- 
vive much hard and persist- 
ent wear, but it should come 
back from the laundry week 
after week with its original 
color and shape unchanged. 

“Onyx” will. 
For men, women and 











Here’s a Novel Laundry Ad From the 
Galveston, Texas, Tribune, Though 
It Looks at First Glance Like a 
Complaint Blank for the Use of This 
Particular Laundry’s Customers. 





No Complaints, 
No Improvements 


Tell us your trouble— 
we will give you a cure. 

Place an beside the 
complaint you would like 
remedied and send with your 
next, package to us and we 
win do it right. We want 
your suggestions. 

Failure to call promptly. 
Faded colored shirts. Specks 
in edges of white goods. 


too stiff. Not enough starch. 
Yellow edges. Blue spots 


(N. neglected. Collars blister > 
Collars folded so that the 
tie will not fit. Fold collars 
cracked. Tips of collars not 
finished on the inside. 
Wrong = goods returned. 
Package not delivered 
promptly. Impolite service. 
Claims nevlected. 

Our customers do not find 
these complaints enumerated 
above, and we want every 
laundry customer in Galves- 
ton to try us with our new 
methods and be saved the 
annoyances often caused by 
complaints such as we have 
indicated. 

MODEL LAUNDRY DYE 
WOR 











Galveston, Texas. 
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To publishers 
of deserving mediums— 


be it newspaper or magazine—who have 
enough faith in advertising to take some of 
their own medicine—I will demonstrate a 
plan and a propaganda to increase their ad- 
vertising patronage. 


* * * 


I refer to an increase of the local business 
of a newspaper as well as to the general busi- 
ness of a magazine. I have in mind, in each 
case, the development of new business, either 
from local tradesmen or from manufacturers 
who ought to advertise their products. | 


* * * 


My plan, if accepted, costs from twenty 
to five hundred dollars per year—a small out- 
lay, anyway—the inquiry regarding the prop- 
osition, and how it works, costs nothing at all. 

Hadn't you better inquire? 
Call on or address 


CHAS, J. ZINGG, Manager, 
Printers’ Ink Publishing Co., 
10 Spruce Street (up-stairs), NEW YORK CITY, 














